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21 MORE DAYS| 


IN WHICH TO SAVE 5% 
By placing your advance order for waterproof rubber footwear 


5% Stabilization or Early Order Discount we believe you will surely want to take advantage 
of it. ( 
On Ball-Band Footwear this discount is especially 

orders for Waterproof Footwear placed _— attractive because Ball-Band styles are Safe. Ever 
since style became a factor in protective footwear 


with us by June 30 and shipped in July, Ball-Band has been the outstanding line in develop- 
ber, 1934. ing successful styles and lasts for future retailing. 
Amguct or September, 1934 And in buying this Safe line now you have the pro- 
tection of our price guarantee and the satisfaction 
of having bought at our present favorable prices. 


The correct way to figure this Special 5% Discount A card from you will bring our salesman to present 
for your consideration the way to secure the full 
profit advantages from your Waterproof Footwear 
business. As there are only 21 days left, prompt 
portant increase in your percentage of profit that action is necessary. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 WATER STREET, MISHAWAKA, INDIANA 


will be allowed on all detailed advance 


is to consider its effect on your net profit. 


5°%/, saved on your cost price can make such an im- 





@” ARIEL... . America's Most Beautiful @ MEN'S 4-SNAP .... The finest pract- @ NUMODE .... The smartest of gaiters 





Rubber . . . . extremely lightweight .... ical dress arctic yet developed for men... =... . distinguished by its beautiful satin 
unlined . ... rich satin finish .... fits ass the smartness of a spat over a fine leather _ finish, trim and graceful lines, perfection of 
though molded over the shoe ....a pat- shoe. Growing in popularity because men fit. A style item so superior that even your 
ented non-tearing top edge makes the Ariel _like its light weight, its good appeerance = most fastidious customer will prefer it, snap 
an exclusive Ball-Band product. and, above all, its comfort. or invisible slide fastener styles. 
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N army of functionaries has 
been attached to Government 
payrolls everywhere; and in this 
connection it must be kept in mind 
that there are no affections more 
ardent, no attachments more de- 
voted than that of the Government 
payroller for the Government pay- 
roll. Seagoing ships are said to rid 
themselves of barnacles by a brief 





sojourn in fresh waters; but the ship 
of state is now loaded so deep that 
there are apparently no fresh waters 
she can enter. 

Some day, of course, the bill for 
all this will be presented to Mr. 
Ultimate Consumer. He is every- 
body; about 126,000,000 of him. 
He is the luckless wight who will 
finally have to cough up and he be- 
gins to wonder whether it will 
make him strangle. 

It is time to ask whether in the 
maze of regulatory projects any real 
thought has been given, any ef- 
fective planning done, in behalf of. 
the consumer. Any program that 
boosts labor and capital one rung 
up the ladder, but that pulls the 
consumer down two rungs, is going 
to be bad medicine; for the con- 
sumer is both labor and capital— 
all of labor and all of capital. And 
there is getting to be an ingrowing 
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notion in the popular mind that 
progress up the prosperity ladder 


is being made in about this way. 
* * * 


RUCE WILLIAMSON, proprietor 
of The French Booterie, Holly- 
wood, Cal., says: 

“I am looking forward to a Fall 
and Winter season of extremes both 
ways, in my community.” His shop 
serves many of the leading moving 
picture stars and other notables of 
Hollywood. 

“T feel in my bones that the buy- 
ing I do for next Fall and Winter 
will be largely in the plain, practi- 
cal, serviceable types on the one 
hand, and the extreme in fashion 
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types on the other. The demand at 
present indicates that is the way ihe 
sails are set. I am off for market 
soon and I| frankly expect to find 
others thinking along this line too. 

“We have a few plain types, but 
with real style in them, that have 
been steady leaders with us for sev- 
eral years and I believe they will 
continue to be. However, the sandal 
vogue with the flare for intensified 
colors has given our women cus- 
tomers a taste for advanced styles 
that I feel will continue for some 
time yet. I am not going to stock 
heavily in the ‘middle class’ so to 














tade 


speak,—or at least that is the way 


I see the picture right now.” 
* * * 


OUIS ROSENSTEIN, of Rosen- 
stein Bros. Shoe Co., operators 

of a chain of western stores, says: 
“We, as retailers, must make 
shoes more valuable if we intend to 
get back to normal business levels. 
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I think most of us agree that we 
would all be better off if none of 
us could buy cheap, shoddy shoes; 
but as long as some of us can and 
do buy cheap stock, the rest of us 
are forced to follow suit. If re- 
tailers as a whole would agree to 
quit buying cheap stock, manufac- 
turers would be forced to quit mak- 
ing it and in a short time the market 
would be ‘clean,’ the public ac- 
customed to the idea that they had 
to pay more, and business on the 
uptrend. 


*% *% * 


RUCE BARTON of B.B.D. & O., 
Inc., New York City, says: 

“Any man who thinks he knows 
how to run his business is crazy. 
Simply because business conditions 
of tomorrow are unpredictable— 
and always have been. There’s a 
new deal every day. And every 
player has his own system of bid- 
ding. Business is a battle of ideas. 








The automotive industry shows 
what we mean. There never was a 
car built that wasn’t presently over- 
shadowed. It was made obsolete 
by new ideas. 

“A business that has gone sterile 
on ideas is on the rocks, regardless 
of how many adding machines it 


” 
operates. 
* * * 


HE “Three Star Final” of the 

Tynes News of Portsmouth, 
Ohio, announces the birth of Buford 
Achilles Tynes on May 6, 1934, to 
Mr. and Mrs. Finley Tynes. A stork 
dominates the page and the blessed 
event was heralded far and wide. 

* & * 

ALPH M. BROADHURST of 

Broadhurst, Inc., and president 
of the Denver Shoe Retailers As- 
sociation, says: 

“From an agricultural standpoint 
at least, it looks like Colorado will 
be one of the bright spots of the 
nation this year. Whereas last year 
at this time our wheat crop stood at 
only 33 per cent of the 10-year 
average, the figure is now around 
74. Ifthe good moisture continues, 
we should be far up the scale. Com- 
pare this with the bad crop condi- 
tions in the Middle West, and rela- 
tively speaking, we should be on 
‘top of the world.’ ” 

LLYN B. McINTIRE, president 

of the Association of National 
Advertisers, Inc., says: 
“I am a believer in the profit 











system. I believe it is a fundamen- 
tal requirement for our continued 
economic existence. It has been 
called a vigorous measuring device 
for individual application and in- 
telligence, a privilege and a reward 
accorded by society to individuals 
and thus to businesses who render 
a superior service. It provides a 
driving force, an incentive for initi- 
ative to overcome our natural iner- 
tia, for which no substitute has ever 
been found. 

“By the same token I resent those 
who would turn us back to regimen- 
tation, to complete Government con- 
trol. I say turn us back advisedly, 
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—We can damn the machine, but at the 
same time we must give the machine 
its just due. , 

—The Machine has: made possible mass 
production, which |in turn has promoted 
mass consumption. 

—Many luxuries which only the rich could 
afford a very few years ago, are now 
available to nearly all of us. 

—A watch—a single example typical of 
all grades will suffice to show what the 
machine can accomplish. 

—A sixteen size, three-quarter plate move- 
ment in 1871 was sold to the trade for 
$87.50. 

—In 1902, the same size and grade of 
watch movement, but containing many 
new features and improvements, was 
sold for $11.64. 

—So, whereas the machine and modern 
manufacturing efficiency have brought 
to us some serious and perplexing prob- 
lems, at the same time we must admit 
that we have benefited in many ways. 
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for in the Middle Ages feudalism, 
the state, controlled absolutely the 
lives of every man, woman and 
child. There was no individualism 
then. When Adam Smith in 1780 
promulgated his theory of free com- 
petitive enterprise he captivated the 
liberal thinkers of his day. That 
theory held that each individual by 
seeking his own welfare would thus 
promote the general welfare. Smith 
advocated taking the government 
out of business, allowing each man 
to seek his own welfare in his own 
way and free competitive processes 
should determine which industrial 
enterprise should succeed and which 
should fail. 

“But, whatever your or my opin- 
ions on that score may be, I think 
we can all agree that business has 
a job to do if it is going to have its 
day in court. Honest business must 
resell itself to the public.” 


* * * 


G. SCHNITZER, chief of the 

. leather and shoe division, 
U.S. Department of Commerce, re- 
ports that the tanner now becomes 
the specialist—viz.: One leather at 
a time and that done well. He is 
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learning the advantage of concentra- 
tion of effort in industry instead of 
spreading out all over the lot. 

A survey of 250 firms, represent- 
ing about 80 per cent of the leather 
making industry, shows that many 
who formerly got out from 20 to 
30 different kinds of leather are now 
making but five or six. Tanners 
who used to make long lines of 
leather have cut out the lesser 
lines and are concentrating on the 
fewer lines that they can make best. 
There are, however, some concerns 
who find it advantageous to supple- 
ment their main lines with a variety 


of specialties. 
* * * 


RAIN and snuff combined. A 
new leather coming to the mar- 
ket is finished in alternate stripes 
of embossed grain and snuffed nap. 
The stripes are of a width of about 
two inches each. First comes a 
stripe of grain and then a stripe of 
snuff, and then a stripe of grain. 
The grain may be seal, pig, alli- 
gator, frog, box or other figure. 
The snuff is like the nap on suede. 
Shoe vamps cut from this stock 
have a mid-stripe of snuff finish and 
panels of grain finish on either side. 
* * * 
ILL not chisel a cent! A tan- 
ner had a job lot of leather to 
sell and a shoe manufacturer asked 
him if he could not take a cent a 
foot off the price, and the tanner 
replied: 
“T could take a cent a foot off the 
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price, and I would do so if I were 
sure you would use the pennies 
that you would save for paying your 
bills, or put them into your pocket 
as a profit, if you owe no bills. But 
I fear that if I took off a cent you 
would go around to the sole cutter 


‘and ask him to take a cent off, to 


the shoe stock firms and ask them 
for a cent off, and to labor and ask 
for another cent off, and _ then 
would shear your own profits a 
cent—making a total cut of five 
cents a pair. Then you would offer 
the shoes at five cents a pair under 
the market, and the buyers in turn 
would ask other manufacturers to 
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cut off a nickel, and so the chiseling 
would go in, in the vicious circle 
that used to be talked about. And 
for this reason I’m not going to take 
a cent a foot off my price for that 
job of leather.” 
* * * 

NFANT son of H. A. Burch, upper 

leather buyer for the E. P. Reed 
Company of Rochester, is being fea- 
tured in a series of unusual photo- 
graphs reproduced in the current 
issue of Cine-Kodak News, pub- 
lished by the Eastman Kodak Com- 
pany. The snapshots were so ex- 
ceptional, and the subject appeared 
to such good advantage that the 
proud parents are expecting Holly- 


wood offers momentarily. 
* * * 


I fen new Linen Shoe Shop of the 
Denver Dry Goods Co. of Den- 
ver, Colo., proved so popular dur- 
ing its first week that the company 
was compelled to build a new 30 


ft. by 40 ft. permanent department 


to meet the demand. The section 
started out with a small center floor 
space having a movable shelf sec- 
tion on one side. The enlarged de- 
partment occupies a section along 
one wall and is equipped with a 
large number of concealed stock 
cases. The whole thing is atttrac- 
tively decorated in peach and pastel 
green. There are several wall in- 


sets for ensemble displays. 
*% * * 


\X/ E. FARBSTEIN says in the 
«+ New York American: 


INCONSISTENT MAN 


“How strange it is that women’s shoes 
Display a thousand shades and hues, 
While shoes of men folks hug the track 
Of prosy white or tan or black. 

In hats, suits, socks, ties, shirts and shorts 
Men like variety of sorts 

And do not hesitate to wear 

A cheerful dash of color there. 

But when it comes to shoes we find 
The inconsistent manly mind 

From bolder colors shrinks in fright 
Than just plain, black or tan or white.” 
* * * 





C.C. shoe repairing will soon 
* be under way with bids to be 
opened for the repair of 80,000 
pairs of shoes of these boys in the 
Conservation Corps throughout the 
forests of the Northwest. . Contracts 
are to be distributed over a wide 
number of shoe shops in that area, 
since the district around Fort George 
Wright is one of the largest in the 
nation. Separate contracts will be 
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signed for each of the 53 camps in 
the forest region so that 1500 pairs 
will be repaired on each, the re- 
pairs consisting of half-soling, re- 
building of heels, heel lifts, and 
replacing welts, for the young men 
engaged in this outdoor work are 
extremely hard on shoes. The con- 
tracts currently to be awarded will 
last until the end of June, this year, 
but new contracts will be entered 
by the federal Government with the 
shoe shops, to expire the close of 
the fiscal year and end of June, 
1935. 

















Fay seit ROMANCE 

A winsome miss, with EYES 
of Brown, 

A bit of LACE somewhere on her 
gown, 

Came up to the clerk, she wasn’t a 
VAMP 

But she ARCHed her brows—the 
little scamp. 

His thoughts took WING, his 
TONGUE was TIEd 

As BOOT and SANDAL on her he 
tried. 

At LAST his heart forgot to jump, 

Settled back to its steady PUMP. 





His SOLE took hope, he did per- 

SUEDE 
The lady fair, the match was made. 
It’s PATENT they make a wonder- 

ful PAIR 
And My! What heavenly SHOES 

they wear. 
* * * 

INTER whites for college boys 

and girls. Dealers in Ann Ar- 
bor, where the University of Michi- 
gan is located, find that their trade 
runs definitely in cycles. The be- 
ginning of an unusual trend is the 
signal for immediate necessity to 
stock up on this item, because it is 
almost sure to be a good seller— 
for the immediate present only. 

Trade drops swiftly when it turns 
to some other novelty, according to 
Ziefel & Nissle. For this reason, 
close attention to buying is neces- 
sary in order to have stock on hand 
when it comes into demand, but not 
to be caught with it when the popu- 
larity is over. 

White has been the outstanding 
style for several months. This ap- 
plies to all types of shoes. In men’s 
shoes, the whites have been steady 
sellers for all wear throughout the 
Winter, and, in consequence, there 
has been an extended market for 
whites when the real Spring arrived. 
In women’s shoes, white has been 
almost exclusive in recent weeks, in 
all styles. 





SHOES REPAIRED WHILE YOU WE 
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“I know it, Lady, but they is marked Booth 4 so they gotta be yours." 











Meet 


Jimmy Hogan 














Nature endowed him liberally with what it takes to sell 
shoes to the people of Broadway. But he isn't content 
to build his success on the shifting sands of personal 


This chap -knows his shoes as well as his 


popularity. 
Broadway. 


FROM “cracker box to real store” was the title sug- 
gested by the district manager of the metropolitan Flor- 
sheim stores for the story of their new men’s shop in 
Times Square. It’s another of those Broadway “suc- 
cess” stories; a modest beginning, gradual recognition 
and a following; then success, and a name in big, 
bright lights to compete nightly with the other stars 
on Broadway. 

This new store is at the southwest corner of Broad- 
way and Forty-seventh Street, right in the midst of the 
cosmopolitan current of restless humanity that ebbs and 
flows in and out of Times Square. Let’s take a glance 
at the store itself and then a quick look behind the 
scenes to the personalities who have been instrumental 
in putting it across. 

As shown in the photographs, the entire second floor 
exterior of the building is given over to huge illumi- 
nated signs, more eye-arresting than all the other com- 
peting illumination that goes to make this the most 
brilliant night spot in the world. These two great Flor- 
sheim signs, one facing Broadway and the other on 
Forty-seventh Street, cannot fail to command the atten- 
tion of the most casual stroller. They are built against 
a background of satin finish Cererra glass, the dull 
finish being quite nécessary in order that the reflection 
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From 
CRACKERBOX 


by 
Harry R. Terhune 






of other lights do not kill the effectiveness of the sign. 

Five large windows, each about 10 ft. long, tell the 
story of the shoes to the passing throngs. Right in this 
location, the greatest crowds are on the street at from 
8:15 to 8:45 p. m. and between 11 o’clock and mid- 
night. They have been carefully clocked and register 
around 12,000 before show time and 10,000 after the 
theatres are out. 


THIS is a 21-chair store, modern all the way through. 
Lighting engineers installed a combination direct and 
indirect light system which allows for direct lights on 
the wall displays and indirect lights on the ceiling. 

Customer comfort is assured by the fact that a com- 
plete air-conditioning system has been installed, so 
that the temperature in the store is always 75 degrees. 

In the rear of the store is quite a photographic gallery 
of stage, screen and sporting celebrities, together with 
well known orchestra leaders. This brings the story to 
second part—that of the part personalities play in the 
development of the store’s business. 

J. J. Hogan is manager of the store. Few know him 
by that name. Everybody knows him as Jimmy. Work- 
ing with him are six salesmen. (Note it is said, work- 
ing with him.) 

Nothing could illustrate the personality significance. 
of this store’s management any more graphically than 
the flock of telegrams which came to Hogan on the 
opening of the new store. 

Ted Husing was quite facetious. He wired: “My 
personal wishes for a successful store, a successful cam- 
paign and your own personal success with the Higher- 
uppers; that you will last a long time, and that the 
only heels you'll come in contact with are those which 
rest on the fitting stools.” 

Jack Pearl: “Best wishes for your success.” 

Abe Lyman: “Best wishes and lots of luck in your 
new store. Shoes are wonderful.” 

Mark Hellinger: “All luck and success with the new 
store. With you around I know it hasn’t a chance of 
missing. Kindest regards.” 

Bill Sherrill: “Congratulations to Broadway’s best 
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To 
REAL STORE 


manager and Broadway’s finest store. Good luck, 
Jimmy.” 

Schnozzle Durante: “What would you do—wait until 
I left New York before you open a new store? Anyway 


best of luck to you and Florsheim.” 


DANCING feet, theatrical, professional feet, musicians’ 
feet, scene shifters’ feet, and tired business men’s feet 
shuffle into this store and their owners all want to see 
Jimmy. The greeting is always, “Hello, Jimmy,” and 
“Hello, Rudy, how’s the new number coming along?” 


is a typical response. No headliner is too upstage to 


respond to the friendly, cordial, personal welcome ex- 
tended by Hogan or his equally well-trained and well- 
liked crew of glad handers. 


A glimpse of the interior 
of the new Broadway Flo:- 
sheim Shop. Those photos 
in the back are a typical 
group and are changed 
often. They are Ted Black, 
James Barton, Eddie Gan, 
Georgie Price and Al Katz. 


Another big sign beckons in the brightest 
spot on Broadway. This one is on the 
47th Street side of the new Florsheim 
store, but it hits you smack in the eye, 
if you're one of the the thousands who 
stroll down the Great White Way. 


All six men in this store have a great personal fol- 
lowing. Fully 40 per cent of the store’s entire business 
is call trade. First name call trade, at that. Hogan 

[TURN TO PAGE 42, PLEASE | 


Showing the baitery of 

windows on the 47th 

Street side. Two win- 

dows on Broadway right 

now are featuring sport 
shoes. 





























































































THERE is nothing quite so effective as a white window display 
if it is well done. Nothing so weak and colorless if it misses fire, ; 
Whites and sports shoes need a decided touch of bright color to “The | 
bring out their smartness and style. It is not necessary for a fe!’ 0} 
sports window to be elaborate to be effective—often simplicity atch th 
makes them more attractive. Here are a group of sketches show. [R'*8° me 
ing how Fifth Avenue’s leading shops brighten up their windows, hing 1 
giving them that added touch.of color so essential to good «iis. ook at | 
play. It may be observed that these ideas are simple, practical Directty 
and may be easily constructed even by the merchant to whom board to 
window displays are something of a problem. They represent paere: 
the—best “simple windows” seen on the Avenue. f four li 
The Lido Deck. Inspired by the sun deck of the Luxury liner R"° “ 
Rex, this window uses white planking for a foreground on which ending 
is placed a gay deck chair. On a back drop of snow-white canvas culp pon 
are roughly sketched the lines of a pair of smoke stacks, in the ving pl 
rich red and green stripes of the Italian Liner. Beside which is White : 
the slightest suggestion of a Summer sky. A real display idea is ers = 
a white life preserver stenciled “SS REX—GENOA” in the lower Pi '° 
left foreground. sed as a 
Another nautical display is the port hole sketched to the riyht. fhe top ¢ 
A “natural” for the port hole oxford which is also an effective the c 
display for any Summer sports type. It is a simple affair to he shoes 
merely set a circular piece of compo board cut to resemble a port par & 
hole. The opening displays the shoe in profile against the waves ™ % 
and suggestion of a ship. A gaily marked handkerchief resting ver a lo 
beside the shoe, is the “color spot.” s stretche 
Lord & Taylor offers an escape from the obvious in a formal [E" sn 
window with conventional wings of soft gray, faced with white peered and 
separated by a Venetian blind in pastel green. Unusual note is Pe — 
struck by having the lattices in the blind run horizontally before ight give 
which is placed a huge plaster bowl filled with blue and white ame bach 
hydrangeas. A remarkable contrast of soft pastel shades. eae 





THE 
SIX BEST WINDOWS 






“The Center of Interest” window—a bit more difficult to con- 
truct, often warrants the labor involved. It was fascinating to 
atch the hurrying crowds cross the sidewalk to see the little 
tage set that Julius Grossman are displaying this weck. Every- 
hing in miniature brings the observer “up close” where he must 
ook at the merchandise. This display is a most effective one. 
Jirectly across the back of the window is a jet black set of compo 
hoard to the center of which, and well in the line of vision, is cut 
» square about 18 in., stretched taughtly to make an even frame 
{four light gaged steel wires. The center of composition in the 
rame is a miniature set showing the figure of a young lady de- 
ending an exquisitely filigreed staircase. The figure is a soap 
ulpture by Lester Gaba. In the lower left-hand corner is a tiny 
iving plant of the smaller rock garden variety. 

White shoes displayed on the pallette of an enlarged color box 
fers an interesting problem to the display man who does not 
»bject to a little carpenter work. Exactly like the color box you 
sed as a child, the set is about 6 ft. square and painted white. 
The top of the box is up and on it is lettered a “white” message. 
n the color pans made of actual swatches of Summer prints, 
he shoes are arranged in 34 profile view. In the foreground in 
ts own groove are two huge brushes tipped with colors. 

Two interesting side elements on display by B. Altman’s. 
wer a long rectangle cut in a back panel of blue compo board 
s stretched a transparent silk of sea green. Behind this screen 
re suspended several varieties of tropical fish cut from compo 
board and gaily colored. Lower in the panel and suspended in 
he same manner are a variety of sea plant life, while a concealed 
ight gives depth to the unit. A companion window shows the 
ame back drop and silk screen. This time a heavy hawser is 
bung from a cutout of a conch shell on its upper right-hand cor- 
er to a huge star fish in the lower left. 


FROM 
FIFTH AVENUE 
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|T was ten o’clock at night when the phone rang. A 
voice shouted in John Shoeman’s ear, “Your store’s on 
fire!” His first emotion of panic gave way to a sense 
of relief as he dropped the receiver and dashed for 
the door. “I should worry; I’m insured!” was his 
thought, comforting indeed. But was he? 

Three days later John Shoeman stared with glassy 
eyes as: the adjuster repeated: “I tell you again you 
voided all your insurance policies three months ago 
when you put a chattel mortgage on this stock to raise 
a little money, and did it without notifying the insur- 
ance agents. 

“There is nothing personal in this, Mr. Shoeman, but 
the insurance companies feel that a man becomes a 
far greater moral risk when he gets down to the point 
of putting a chattel mortgage on his stock. That is why 
they insist on being notified. Had you done so they 
would have either given their permission or else can- 
celled your policies. Since you failed to notify them, 
your own act voided your policies immediately.” 

John Shoeman’s head dropped. Last week he was a 
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solid, substantial merchant; this week just a broken 
old man. Why? Simply because he had never read 
his insurance policy! Yet it constituted the most 
important contract of his entire career. 

Suppose John Shoeman had taken his brother-in-law 
into partnership. In that case too he must notify the 
insurance company, for they insist upon knowing at 
all times whom they are insuring. That’s reasonable, 
isn’t it? 


THE store next to John Shoeman’s was also damaged 
somewhat, mostly by water in the basement. Some- 
body told the owner, “Don’t you dare touch a thing 
till the adjuster arrives.” The next day more stock 
tumbled into the water and was ruined. 

Nothing disgusts an adjuster more than this piece 
of misinformation. He is quite within his rights in 
refusing to pay for the damage caused by “neglect to 
use all reasonable means to save the property at or after 
a fire or when it is endangered by a fire in neighboring 
premises.” Read your policy! 

“Protect your property,” said the adjuster, “just as 
you would if you were not insured. We always pay 
whatever legitimate expenses are necessary to save it 
from further damage.” 

Across the street another merchant thoughtlessly 
decided to save garage rent by enlarging his back door 
so he could run his car into the empty room there. He 
did this notwithstanding the fact that every standard 
insurance form says plainly, “. . . this company shall 
not be liable for loss or damage occurring while the 
hazard is increased by any means within the control or 
knowledge of the insured.” Read your policy. 

In a neighboring town Henry Goodfitter’s shoe store 
was gutted. He told the adjuster he “thought” his 
stock was worth $15,000. His January inventory read: 
“127 pr. Wos. @ $2.00. 214 pr. Chi. @ $1.00. Etc.” 

Shoes were lumped together at “values” which were 
plainly nothing more than careless guesses. The total 
was about $9,000. “But,” said Goodfitter, “I always 
take my inventory low. I’m sure these shoes cost nearly 
twice that much.” 

“The insurance company pays only the present cash 
value of the destroyed stock, regardless of its original 
cost,” the adjuster explained. “Besides, any inventory 
put together as carelessly as yours is, on it face, a com- 
pletely unreliable document. 

“Considering your sales and your purchases along 
with other evidence, I estimate your stock to be worth 
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$7,000 at the time of the fire. That is all you can 
recover, even though you have been thoughtless enough 
to carry $12,000 insurance.” 

Who was right? Really, if the merchant keeps such 
inadequate records that he must guess blindly at the 
worth of his stock, he cannot blame the adjuster for 
making his guess also. And remember the adjuster is 
a much more experienced guesser. 


IN general, the adjuster will quickly approve all 
losses that can be proved. The reason there are so 
few law suits over fire loss adjustments is that if the 
insured cannot prove the loss to the adjuster, he will 
have equal difficulty proving it to the court. 

Fire insurance argues powerfully in favor of adequate 
bookkeeping records. Keeping a perpetual inventory 
may be a little trouble and expense. But, if watched, it 
prevents under-insurance, which is dangerous, and 
over-insurance, which is a waste of money. 

Furthermore, such records provide the basis for a 
definite “proof of loss” in case of fire. The adjustment 
will then be made on a fair and liberal basis, for the 
adjuster will feel he is dealing with an efficient and 
honest business man. Where records are inadequate no 
one can blame the adjuster if he is very careful to make. 
sure the guessing he must do is not too high. Book- 
keeping may save more than it costs. 

Then there is the case of the Fitzhugh Company, 
which carried its insurance under the 80 per cent co- 
insurance clause. (This means that in consideration of 
a reduced rate the policy holder agrees to keep his 
stock insured at all times up to 80 per cent of its 
actual value.) 


WHEN this firm checked up its insurance on January 
thirty-first, the stock was at its lowest point. Its value 
was then $20,000, so they insured it for $16,000 (80 
per cent of $20,000). During the next six weeks 
Spring shoes piled in fast. 
Fitzhugh forgot to increase his insurance. 

On March 15 a fire destroyed $6,000 worth of shoes 
in the stockroom. The adjuster shook his head. “Too 
bad, Mr. Fitzhugh, but you can recover only $4,000 
instead of $6,000,” he said. 

“T find the total value of your stock at the time of the 
fire had risen to $30,000. Under your 80 per cent co- 
insurance clause you should have been carrying at least 
$24,000 insurance, as you agreed. Instead, you are 
carrying only $16,000. Therefore you can recover 
only 16/24 of the actual $6,000 loss, or $4,000. Read 
your policy. 

“A merchant who insures under the coinsurance 
clause will play safe by carrying a policy containing 
a ‘fluctuating value clause.’ He pays a deposit premium 
at first, reports the actual value of his stock at least 
once a month, and the face of his policy fluctuates ac- 


In the rush of business 


cordingly.” 
A shoe buyer returned from New York, left his grip 






in the store and hurried out to the golf links. That 
afternoon fire destroyed his grip and all the clothing 
in it. He could not collect. 

“Read your policy,” explained the adjuster. “It is a 
standard form covering merchandise, fixtures and sup- 
plies incidental to the business—but nothing else. 

“You could recover on your clothing if your agent, 
in writing the policy, had been careful to use what is 
known as the ‘contents’ form. This form covers, at no 
additional cost, everything of an insurable nature be- 
longing to the insured or for which he is legally liable.” 

Notwithstanding the truth of all these stories, no 
reader should get the idea that insurance companies 
continually seek loop-holes to avoid paying fire losses. 
Such is not the case. The restrictions on your policy 
are there for the purpose of telling you as plainly as 
possible what the company will or will not do under 
certain circumstances. If there are fewer restrictions the 
rates would be correspondingly higher. 

In fact, the usual generosity of most adjustments is 
the very factor which has built up our present confi- 
dence in The honest man’s insurance 
policy would be worthless if that same policy left the 
door open to crooks. 


insurance. 
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Designs American 


THE shoe industry is digging deep into its rich 
heritage of history for ideas to apply today to a new 
and fast changing world. It seems inconsistent that 
we should go backward instead of forward in our quest 
for new ideas. Nevertheless, the fact stands clearly 
before us that the Guilds had their inception in early 
England. Then, with the increasing demand for the 
products of skilled craftsmen, the ancient bootleggers 
were busy palming off copies of their own products as 


those of the skilled craftsmen to an uninformed buying 








LOUIS G. FEMAN 


By LOUIS G. FEMAN 


public. How the guilds met this competition is now a 
matter of history. 

Even though the formation of the guilds took place 
almost 500 years ago, they used modern methods. The 
skilled artisans or workers joined together in groups so 
that they might survive the onslaught of the unskilled 
and untrained mechanics. They appealed to the King. 
who granied them the right to form guilds. These 
guilds regulated the quality and the quantity of the 
products made. In order to assure the buying public 
that all craftsmen were skilled, they set up an elaborate 
system of schooling or apprenticeship for the beginner. 
A young man had to serve seven years with his master 
to earn the right to travel as a journeyman. Then, 
after some journeyman experience and approval of his 
master, he was permitted to work as a skilled artisan. 
Every article had the stamp and seal of the skilled 
craftsman. 


TODA Y, the shce is on the other foot. The problem is 
the same but the facts are somewhat changed. In the 
shoe industry, the skilled shoe designer is hidden away 
in some corner of a shoe factory. Day by day he toils 
to give the trade some new and appealing model, with 
the hope that the consuming public’s buying tempo 
might be speeded up. If good fortune smiles on him, 
and he produces a successful “best seller” the new 
bootlegger, “the style pirate,” is on the job and does 
the old trick with a modern trimming. He copies the 
pattern in a lower price range and he promptly kills 
the retailer’s hope for a shoe that will be attractive and 
give them some volume in pairs. The result is that 
the style that took much time, toil and expense to pro- 
duce is made as common as the “Eugenie hat.” When 
the shoe gets to this stage of publicity, the profit value 
of that pattern is dead. No wonder, then, that the shoe 
designer was not given an opportunity to develop more 
“best sellers.” 

The importance of design and new ideas is becoming 


The writer of this article is the instructor of the class in shoe 
designing and manufacturing at the Central Needle Trades High 
School in New York City. He has had extensive experience in 
shoe selling and has also been a designer and production man 
in leading shoe factories, as well as a shoe manufacturer. He 
holds a degree in civil engineering from a leading technicai 
college and has made a special study of orthopedics. 
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American 


The whole set-up of the NRA 
The 
advantage which price alone formerly had is being cut 
It is possible that the smaller store may in- 


daily more evident. 
tends to stabilize prices within certain limits. 


away. 
crease its volume because of this fact and have the 
additional advantage of being able to give more per- 
sonalized service. This conviction seems to be true, 
for the larger stores are stressing ideas and designs 
more than ever before. 
with design leaders which will give them the distinction 
in the merchandising field that price alone formerly 


could afford them. 


Stores are making connections 


DESIGN does make a difference in the sale of shoes. 
There are fortunately several new tendencies afloat 
which are stimulating “native” or American design 
One of the mediums is the screen, which has 
become one of America’s great style mediums. ‘Then, 
too, the world is still gripped with high tariff walls, 
and with America off the gold standard the tariff walls 
are still ascending. Merchants are forced to look 
around at home for new ideas in shoes. Fortunately, 
American designers seem to be answering this demand. 
Consumer demand is showing a decidedly distinctive 


creations. 


SHOE DESIGN 


By TRAINING 








Designers 


How the New Emphasis on Design Is 
Creating a New Need for Skilled Ar- 
tisans and How the Need Is Being Met 


American pattern in shoes. The bulk of shoes con- 
sumed by the American public comes from American 
sources. In the past, the patterns were largely anony- 
mous. Today, however, this is being replaced by 
“guild publicity” and the policy of restricting style to 
its originators. 

How are we meeting the “pirate” problem? Today, 
instead of the skilled artisans joining hands, the re- 
tailers, manufacturers and tanners are feeling the 
effects of this mighty destructive force and are lined 
up in a solid front against the pirate band. 


“guilds” are gaining strength. Governmental backing 


Shoe style 


is asserting itself. The Blue Eagle is helping to drive 
them away and it won’t be long before this trade enemy 
will be seeking some more secure and_ profitable 
practice. 

But the question of training the skilled mechanics 
is still unanswered. How are we to develop them? 
If we want better shoes, we must train skilled me- 
chanics. A step in this direction is the shoe school 

[TURN TO PAGE 42, PLEASE | 


CENTRAL NEEDLE TRADES EVENING SCHOOL 


PROBLEM — Design of Original Summer Sandal 
SOLUTION -— Original Sketch—Pattern—Shoe-work of Richard Jerro—Student 














The two groups of accessories on 
this page were co-ordinated by 
Miss Florence King, who goes by 
the new title of "ACCESSORY 
ENSEMBLIST" 


The first is an early fall trio of 
shoe, bag and belt shown by 
Stetson, New York. The second 
is beach group in hair cord 
(sandals, mail-pouch bag, beret 
and belt) which Steigerwalt of 
Philadelphia are featuring. 
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Accessory 
Ensemble 






Has A New Significance 
to the Shoe Store 








































BOOT AND SHOE RECORDER, 
























THIS season has established a new importance for accessories. 
Hats, bags, scarfs, gloves, shoes, are now playing a star 
part in fashion. Instead of being bought merely to complete 
a costume, they are being shown to dramatize a costume. They 
are, very often, the high spots of interest in an ensemble. 
Against the background of simple street, sports and afternoon 
clothes, they stand out as dramatic accents. Often they are 
made of the same material; always co-ordinated in color. 


Look at the Spring clothes you see on the street. Do you 
notice the difference from last year?. Here is a woman, for 
instance, in navy blue linen. Instead of a navy blue hat and 
neutral gloves, today she may well be wearing a dusty pink 
hat and pink piqué gloves to match! Look at the many 
blouses in bright colors, worn with one or more other acces- 
sories echoing that color. Look at the hat and scarf sets. 

An outfit today is often made by the clever choice of 
accessories. 

Shoes are sharing the spotlight in this new importance given 
to costume detail. We are having a season of greater color 
interest and wider variety in shoes. And this influence will 
carry on into the fall. 

To make the most of this fashion development, shoe stores 
must follow the general fashion trend more closely than ever be- 
fore. The shoe store buyer, when he selects his models, must 
know what the bag people, the glove people, the hat people are 
doing. And the most forward looking stores are going a step 
further and putting in accessory departments, where this 
related merchandise is sold in sets of two or three or more 
pieces. 

Department stores are giving more and more attention to 
these little shops or sections where co-ordinated accessories 
are displayed. These sections are “temptation” counters, as 
one retailer describes them! They are so colorful, so attrac- 
tive that they stop women and intrigue them into buying. 
And this temptation technique works with the shoe store too. 

Aside from the extra business that can be done in these 
attractive trifles, an accessory section is money well spent from 
the publicity and display angle. Shoe store displays, with 
their rows and rows of shoes, get monotonous at best. An 
attractive bag, a new cigarette case, tied in with shoes, add 
that lightening touch that attracts attention to regular mer- 
chandise. Recently, for instance, a Madison Avenue shoe 
retailer had a window of shoes in Guatemalean fabrics. And 
he included some hats and bags in the same material, which 
made the display ten times more attractive to women. He 
may not sell many hats—probably not. He is not in the hat 
business. But he is in the business of creating interest. 
And this accessory ensembling is an effective way of doing it. 
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#158—The BRISTOL, made 
of Jack Jetta Calf. In 
Stock. A 7/11, B C D 
6/11. Price $3.25. 


When the manufacturer designates “Jack Jetta” in the 
description of a shoe, he is giving the shoe merchant 
assurance that he is offering the best in quality. Thus, as 
he protects the good name of his customers, he in turn 
protects his own. 


Jack Jetta is a fine grain calf with a tight break, has a 
fine finish and a deep lustre, and its mellow texture insures 
comfort for even tender feet. In the window and at the 
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$156—The BARON, made 
of Jack Jetta Calf. In 
Stock. A 7/12, BC D 6/12. 
Price $3.25. 


fitting stool it has sales appeal, and in the wear it develops 
customer loyalty and satisfaction. 

Jack Jetta’s adaptability and full cutting area meet the 
requirements of the medium and fine grades of men’s 
footwear. 

Ask your manufacturer for it in shoes on which you 
depend for satisfied customers and repeat sales. Swatches 
on request. 
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OHIO LEATHER CO. 


GIRARD, OHIO 
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OUTLOOK 


Getting Most Out of a Sports-Summer Season 


BUSINESS makes a habit of comparing this month’s 
figures with those of the corresponding month a year 
ago. Whether the habit is good or not is for experts 
to determine. The fact remains that it is a characteristic 
practice and in all probability will long continue. 

Plenty of bragging followed the showing of this year’s 
figures for the month of March. In comparison with a 
vear ago, they indicated tremendous gains. But when 
April’s figures were closed and compared, business 
blues prevailed the country over. The merry month 
of May, however, brought the business man into a more 
happier frame of mind, and so it goes. 

Ups and downs of sales totals produce corresponding 
peaks and valleys of emotion. June gives real promise 
of being a great month at retail. If our prediction is 
true, then as a retail industry we have done our part 
toward our own recovery in the first six months of 
1934. But now is the time for foresight. We are tread- 
ing on the very heels of a Fall season. While we are 
operating at retail in the Summer cycle, we are think- 
ing as planning merchants of the possibilities for Fall. 
If we have comparisons to make with last year, then 
let us consider the following: 

A year ago June, July and August shoemaking was 
very much accelerated in anticipation of the higher 
prices under the code. Almost every factory, every- 
where, was running to normal capacity and some were 
even operating two and three shifts. Such production 
was stimulated by the hopes that the public would buy 
early and often. The public did respond and August 
of a year ago was a great sales month, for the cus- 
tomers, too, wanted to buy before the rise. 


IF we are planning now for August, we must develop 
forces of stimulation within ourselves. There is no 
alarm in the price field because of the codes to force 
anticipatory buying. There is no artificial stimulant 
to sales to come out of Washington. We've got to, as 
an industry, develop our own sales effort by a change 
of shoes in anticipation of a change of season. 

Other industries have tied up their sales effort with 
the month of August. The first two weeks of the month 
are made whirlwind clearance sales. It is the hope of 
many Summer lines in apparel to delay real clearance 
until late July and early August to get the most out of 
sports attire business. Other industries believe that 
the public has plenty of money to spend in August and 


BY 


a a 


that if it is a dull month at retail, it is due to a lack 
of aggressiveness on the part of the merchant in getting 
his share of the public’s dollar. 

The dribbling of Summer sales in the last weeks of 
August makes the merchant sluggish, his clerks indiffer- 
ent and his efforts almost negative. We know that the 
Fall season, as such, is mighty short. 


OTHER industries accept the idea of anticipating the 
coming season with the first flash of fashion promotion. 
They therefore devote the final weeks in August to well- 
planned season openings. 

If an industry shouts with one voice for its share, 
it does much better than if it passively waits for the 
public to buy its goods last. It is the first dollars of 
the season that are spent with greater freedom. Our 
thought was that perhaps by mutual consent a num- 
ber of merchants in communities throughout the coun- 
try might, by a well-planned campaign of publicity 
(such as some very excellent newspaper releases and 
photographs), encourage the desire for Fall goods 
early. 

Mid-Summer records, as issued by the U. S. Depart- 
ment of Labor, show that, in comparison with a year 
ago, factory payrolls have increased 50 per cent; all 
lines of industry have increased 50 per cent; produc- 
tion has increased 35 per cent; the number of em- 
ployees, 25 per cent; and the rate of hourly earnings 
of factory workers, 20 per cent—with a net per capita 
increase of 15 per cent. All these are factors in getting 
the most out of the Summer season. Then can we 
collectively plan on opening a Fall season in time and 
in tune with the public’s willingness to spend money 
for Fall shoes and other Autumn goods. 

We will have more to say on this subject of timing 
in next week’s issue; but this week’s Editor’s Outlook 
we have indicated the necessity for planning at least 
three months ahead. The fact remains that we will 
have this year the longest sport shoe season on record. 
and if we don’t watch out we will have the shortest 
Fall shoe season unless we plan something—of which 
we will tell you next week. 
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How to Make 
SUMMER Shoe Sales 


CLEARANCE 
NOW 


~continuing 
through saturday 
(date) 





wih 
YOU 
YOUR FAMILY 
YOUR FRIENDS 
~SAVINGS FOR 
EVERYONE / 











Suggestion for Clearance Sale window display background jo tie up 
Read the story for infotmation about how to build it. 


vertising on these pages. 


YOU can’t arouse adult appetites for sale bargains with 
spinach advertising, or publicity that’s flat, stale and 
unprofitable. You have to add seasoning to savings. 
Of course the cook’s reputation counts a lot. But when 
you're properly told about the feast that lies ahead of 
you and you know the cook’s good—Oh Boy! 

It’s the same way with sales. Plenty of them will 
invite attention and attendance. And plenty of the 
advertising will be spinach—flat and tasteless spinach 
at that. Not a patron-puller in a pageful. But this 
foregone conclusion only helps to make the advertising 
that’s based on showmanship and backed by real values 
all the more successful. 

The clearance sale advertising suggested here is 
adaptable to whatever name you may use for your 
clearance. The teaser ads should be run for several 
days prior to the appearance of the sale announcement 
in the papers on a Wednesday—the sale to begin on 
Thursday and continue through the following nine days, 
including the week-ends. 

In the announcement, which is five columns wide, 
the sketches tie up with the teasers and the general copy 
is kept brief. The shoes are merchandised by price 
groups. There’s room for good descriptions of the shoes 


First Teaser. 





Everyone who 
wears shoes ~ 


WATCH | 
WEDNESDAYS 
PAPERS 
tth d FOR THE 


GOOD NEWS 











Three teaser ads to arouse 

interest in advance. Run 

these ahead of the big saie 

announcement and thus focus 

attention on your July clear- 
ance. 


to be found in each group. And good descriptions are 
important. 

The sketches are carried into the window setting. 
The big card can be made by a sign painter if necessary. 
The side panels are other pieces of Compo board, 
painted. The central panel can be white with red and 
blue lettering; middle side panels blue; side panels 
white with red border stripe. If desired, yellow and 
green can be used instead. 

If you have “customers’ courtesy days” for two days 
before the sale begins, a preprint of the announcement 
ad can be mailed. 

The layout of the announcement ad can be continued 
in the follow-ups. In these smaller ads, one of the 
teaser sketches can be used, with appropriate copy. 
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Produce 
PROFITS 


A July Clearance Promotion 


By R. E. ANDRUSS 


For a package enclosure during the sale, you can use 
the “who” sketch on a four-page folder, with the mes- 
sage—“Who else needs shoes?” On the inside pages, 
under the caption “Tell your family and friends about 
these values,” give descriptions and prices. On the back 
cover “Saturday, (date) is the last day of our July 
Clearance Sale—(store name).” , 

Repeat the colors used in your Sale windows in the 
store decorations. Place sale shoes that you particu- 
larly want to sell on racks or tables, with former and 
sale prices and size on the tag, which should tie pairs 
together. 

If you keep customer record cards, check up after 
the first week-end of the sale, sending a reminder note 
to any who haven’t been in. 

Dear Friend: 

If you haven’t been in during our July Clearance 
Sale, try to get here by Saturday (date). That’s 
the final day. As one of our regular customers 
we would like to have you share in the splendid 
savings on good shoes. 

Yours very truly, 


STORE NAME 


Second Teaser Third Teaser 


Y Yy 


SS 









Shoe savings THURSDAY is the 





for YOU! first BIG DAY 
WATCH WATCH 
WEDNESDAY'S WEDNESDAY'S 
PAPERS PAPERS 
FOR THE FOR THE 
GOOD NEWS GOOD NEWS 









Nore Telling You !— 
@, JULY SHOE 
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37 Styles in Women’s 
shoes of fine savings 








































Brother and Sister are 
Going to Save on Shoes. 


















































Men! Be Here Bright and 
Early- Its Worth While / 















































STORE NAME 


Clearance sale newspaper announcement, 

five columns wide, to follow the three 

teaser ads and appear in Wednesday's 
papers. 











THIS SALE AD STANDS OUT! 


No doubt about this compelling ad getting attention. 

It's lively, interesting and easy to read. 

It features sixteen sales groups of shoes, with plenty of space for 
good descriptions of each group. 

It combines attention value with good merchandising. 


You can use preprints of this ad to mail to your customer list. 


On the top margin of the preprints there should be a note “Tuesday 
and Wednesday (dates) are advance courtesy days for our cus- 
tomers before this announcement to the general public appears 
in Wednesday's papers. Come early and save." 


Copy for paragraphs at the left of ad: 


What? Our July clearance sale of good shoes—a splendid op- 
portunity to save. 


When? Nine big days, beginning tomorrow (Thursday). 


Who? You—your family—your friends—everyone! 
and children. 


Where? Store name and address. 


Men, women 
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Issue Argued Pro and Con at Hearing Before 
General Johnson—Delany Pleads Cause of Shoe 
Salesmen, While James E. Wall Voices Opposition 


WASHINGTON, D. C.—Traveling sales- 
men of the country had their day in 
court on May 24 when their request for 
a code which will provide them with a 
minimum wage and a guarantee of 
actual expenses was heard by members 
of the National Recovery Administra- 
tion at Washington. It was one of the 
most largely attended meetings there in 
recent months. Three national asso- 
ciations, the Order of United Commer- 
cial Travelers, the National Shoe Trav- 
elers’ Association and the National 
Council of Traveling Salesmen’s Asso- 
ciations, were represented, as were also 
a number of regional organizations. 


Ambassadors of Trade 


A report which National Secretary 
T. A. Delany of the N.S. T. A. is mak- 
ing to his membership points out that, 
in their behalf, he urged, first, the 
separation of the real traveling sales- 
men from the house-to-house canvas- 
sers; and, second, the framing of a 
basic code from which could be evolved 
a shoe salesmen’s code in conference 
with employers in the shoe industry, 
whether manufacturers or wholesalers. 

Points made by Secretary Delany in 
the brief which he submitted at the 
hearing were that the traveling sales- 
man is really more than a salesman, in- 
asmuch as he is expected to be a man 
of more than average intelligence and 
personality, who acts as a trade ambas- 
sador, contact man for his firm, builder 
of good will and frequently an arbitra- 
tor of differences between buyer and 
seller. As such, Mr. Delany contended, 
he was entitled to a guaranteed re- 
muneration. 

In speaking against the brief, it was 
urged by James E. Wall, a member of 
the Board of Directors of the National 
Boot and Shoe Manufacturers’ Associa- 
tion, that now is not the opportune time 
to put any such measure into force, 
that outside salesmen form what might 
be described as a labor group which is 
not easily controlled and that any such 
provision might easily lead to a de- 
crease in employment rather than an 
increase. 

General Johnson, an interested listen- 
er and questioner for about two hours 
of the hearing; is quoted as having said 
he “regards with favor the proposal to 
provide the salesmen with minimum re- 
muneration if it will not do more harm 
than good.” 


of Manufacturers 





THOMAS A. DELANY 


Secretary National Shoe Travelers Asso- 

ciation, who paid eloquent tribute to 

“boys on the road" at hearing on 
proposed code for travelers. 


He was one of scores of witnesses 
who testified in a hearing consuming 
two full days and one evening, in the 
course of which manufacturers gen- 
erally opposed the minimum wage pro- 
posal while salesmen argued for their 
right to share the benefits of the recov- 
ery program. Because of the impor- 
tance of the subject, General Hugh S. 
Johnson dropped his many other du- 
ties to personally conduct a portion of 
the hearing. 


Impossible to Restrict Hours 


Wall assured Deputy Administrator 
Dameron that his appearance is not 
one of antagonism but one of helpful- 
ness in determining whether the pro- 
posal is advisable and practicable, par- 
ticularly as it relates to shoe salesmen. 
The question, he declared, must be an- 
swered negatively, for the following 
reasons: 

“It would be absolutely impossible to 
restrict the hours of labor of salesmen 
engaged in the selling of shoes for the 
following reasons: The nature of the 
shoe manufacturing industry being 
seasonal, traveling salesmen’ engaged 
in the sale of shoes are forced to work 


intensively during certain periods ot 
the year with a great let-up during 
other periods. The shoe salesman is 
compelled to regulate his hours of labor 
to suit the convenience of his custom- 
ers. Most of the members of our in- 
dustry have national distribution and 
as a result tle salesmen are require 
to make long jumps necessitating a 
considerable outlay of time. This pre- 
cludes the possibility of regulating 
hours of labor. 


Minimum Wage Is Opposed 


“In passing from the problem of the 
hours of labor to the problem of mini- 
mum wages, it seems advisable to set 
forth for the benefit of the recovery 
administration the methods now em- 
ployed by shoe manufacturers in com- 
pensating their salesmen. There are 
four methods in common use, as fol- 
lows: Salary and expenses; commission 
and expenses; straight commission 
basis—no expenses; a drawing account 
and expenses based on commission. 

“Salesmen in our industry today 
must be more than mere order takers. 
In addition to having a very thorough 
knowledge of the line of merchandise 
which they are selling, they also must 
be thoroughly familiar with the busi- 
ness as a whole, and must be capable 
of assisting their customers with their 
merchandising problems. 

“Because of this ability, and also 
because of the fact that the shoe manu- 
facturing industry has always been 
conscious of the importance of the 
proper contact between the concern 
and the customer through the sales- 
man, there is a minimum of turnover 
of men in the selling field. 

“The shoe manufacturing industry 
believes it would be inadvisable ani 
impractical to establish a minimum 
wage for its salesmen. The reason: 
for this are as follows: 

“From the monetary standpoin' 
there would be practically no benefit 
to shoe salesmen. 

“Due to the seasonal nature of the 
shoe salesman’s work it would be im- 
possible to select a weekly or month] 
basis for his minimum wage, for the 
reason that in most instances commis 
sions are paid in full upon the com- 
pletion of shipments of orders, which 
is much more satisfactory for the 

[TURN TO PAGE 40, PLEASE} 
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*TRIDENT *REST *VIKING *DUPLEX *DOWNS *DRESS * HEATHER 
* PANAMA * NU-PAD * DUNDEE 
sof Hanan offers shoemen today's greatest 
is opportunity to build up a quality business. 
. a Hanan Shoes are world-renowned for their 
“ superior value and craftsmanship . . . their 
n authentic design and perfection of fit. Now 
: available to retail at $10.50 to $12.50, they 
bs are unequalled at the price. 
si The Hanan Line comprises every type of 
m shoe popular with well-dressed men . . . men 
- who know that the Hanan trade mark is a 
i guarantee of quality. Attract this business 
" by selling Hanan Quality Shoes made over 
z Hanan Famous Lasts. 


st TO RETAIL AT $10.50 TO $12.50 





Quality, Like Character, Endures 





HANAN & SON, Front, Bridge and Water Sts., Brooklyn, N.Y. 


When writing advertisers please mention Boot and Shoe Recorder 























style and comfort in their footwear, but 
outstanding quality also, instinctively 
select shoes made of Evans Kid Leathers. 
For these soft flexible skins are skillfully 
tanned so as to retain their rich “natural 
beauty”... and retain it an incredible 
length of time. Manufacturers and mer- 


ye chants have found from experience that 


thoes fashioned of Evans Kid Leathers 
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Let That Sale of 
Summer Shoes Wait 


N some stores and sec'ions there has beer 

a general shortage of white and sport 
shoes and it is being quite generally stated 
that summer shoe sales will not start this 
year before Monday, July 9th, and then that 
only in the lines where sizes are broken will 
reductions be made, 

Most merchants feel that in later years 
there has been too much of a tendency. to 
reduce shoes too early in the season and 
that the practice serves no good purpose. 
Perhaps these sales do pyramid the output 
for a day or two but in the final analysis the 
pair sales are no greater and the dollar sales 
are less. 

It is the recommendation of the National 
Shoe Retailers Association that every shoe 
retailer stop, look and listen before he re- 
duces the prices of his summer shoe stock. 
We feel that he is entitled to a profit and 
we all know that he cannot get it if he re- 
duces his shoes early in the season. All a 
customer needs to do to be able to purchase 
at a reduced price is to wait a week or two 
longer than the time at which he or she 
would ordinarily buy. 


COURAGE MEN. BACK YOUR JUDG- 
MENT. 





Quality Again in Demand 


OUR manager just saw a confirmed 

order for over 1100 pairs of shoes 
on one pattern at manufacturer’s cost 
price of $10.25 per pair. This is con- 
crete evidence of the return of a de- 
mand for quality, in-my opinion, and 
we have also seen numerous other evi- 
dences of an increased demand for bet- 
ter quality in lower-priced shoes. 

During the past three or four years 
there has been much improvement in the 
construction of shoes and considerable 
lowering of prices, but there has als» 
been a tremendous falling off in grades. 
A visit to the shopping center of any 
city today clearly shows that a com- 
parison of quality standards as they 
are today with those of the period of 
five to 20 years ago demonstrates that 
quality is now at its lowest ebb. There 
has been a general grading down in 
order to meet the lower price demands. 
But it looks now as if the tide is defi- 
nitely about to turn and quality will 
once more become the style and there- 
fore the demand. 





BALANCE OF BRIEF BEFORE 
REVIEW BOARD N.R.A. 


REQUESTING THE ELIMINATION OR AMENDMENT OF SECTION 6, OF ARTICLE VIII, oF 
THE Cope OF Fair COMPETITION FOR THE Boot AND SHOE MANUFACTURING INDUSTRY, AS 
APPROVED ON OcTOBER 3, 1933, By PRESIDENT ROOSEVELT. 


As To Rates CHARGED MANUFACTURERS 


It has been asserted that the National Shoe Retailers Association has maintained high 
rates for rental of rooms used by manufacturers for displaying their merchandise. The 
contrary is the fact. In 1932 the rates were reduced by 12% per cent, and in 1933 by an 
additional 8 per cent. The rates asked by the National Boot and Shoe Manufacturers 
Association have always been higher than our charges. Last year they were reduced, but 
even after being reduced, they still are now HIGHER than the rates that were paid by 
manufacturers who participated in our Convention in St. Louis last January. 


REFUTING STATEMENT THAT MANUFACTURERS PAY FOR THE SHOW 


It is not true that manufacturers pay the cost of participating in the retail show, as 
has been stated. Whatever the expense, it is figured in the cost of the show and, therefore, 
is represented in the wholesale price which the retailers pay for their merchandise; hence 
it is perfectly clear, and true, that it is a retailer’s show, run by and for retailers, who 
thus actually pay the cost of their own show. 

On the other hand, there-is an actual saving in costs to manufacturers in drawing to 
our convention and show several thousand merchants, all of whom are either customers, 
or prospects, thus creating a great potential market for manufacturers, because it reduces 
the expense of the manufacturer maintaining salesmen to travel around the country, at 
great expense, when it has been well known for years by the industry what to look for- 
ward to at our shows in the placement of millions of dollars worth of orders for shoes. 


As TO PLACEMENT OF ORDERS: 


The Manufacturers’ Association has asserted that our shows, held in January, annu- 
ally, cause retail dealers to delay placing advance business for a new season, and that 
when they place their orders at our January show a condition is created that interferes 
with the even flow of production, and that in order to stimulate the placement of orders, 
in advance of January, they decided to put on their first show in November, 1931. 

The results hoped for from that show were not at all satisfactory, for no large 
numbers of retailers attended. Realizing that November was too early to attract retail- 
ers away from their business, the manufacturers, in 1932, decided to put on their show 
in December, with no resulting improvement over the previous year, and the same was 
true of their show in 1933, whereas in all three years several thousands of retailers 
attended the shows of the National Shoe Retailers Association. For the year 1935 the 
Manufacturers’ Association has the usual National Shoe Retailers Association January 
dates, reserved with hotels in St. Louis, thereby confirming correctness of Retailers Show 
time. 

Whatever complaint manufacturers may have over the buying general and accepted 
policy of retailers as to placement of advance business during the past 10 years, has 
been caused by changed conditions of doing business, one of the chief being a more or 
less “hand-to-mouth” buying on the part of retailers, who were forced to adopt this policy 
as the only safe one to pursue, beginning with the liquidation that followed immediately 
after the end of the World War, and which has been more or less maintained since then 
because of conditions over which they had no control. 

Another reason has been the development by many manufacturers, of wholesale de- 
partments in their factories, from which retailers can draw new supplies of shoes as they 
may be required; that is, from day to day, or week to week, thus to that extent decreas- 
ing by a very considerable degree the placing of orders in advance for shoes to be made 
up. The Retailers’ Shows in January cannot be indicted for any delay by retailers’ not 
placing the volume of advance business that once characterized trading. nor be a reason 
for the Manufacturers’ Association to advance in justification of their show. as they now 
have confirmed correctness of January date by their reservation. 


Rear Reasons For SEcTION 6 oF ArTIcLE VIII: 


The real purpose is disclosed by a statement by Roger A. Selby, President of the 
National Boot & Shoe Manufacturers Association, which was sent to the trade papers. We 
quote from issue of February 6, 1932: “The shoe manufacturers believe that continued 
success of these events (manufacturers show) will ultimately effect the combination ot 
other shows and exhibitions held in the industry.” 
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ETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 








This statement very clearly shows the intent to obtain by Section 6, of Article VIII, what 
they have been unsuccessful in securing by their own efforts and now are attempting to 
use the Code for a purpose that is clearly outside the N.I.R.A. Act. 


RetTAlLers REFUSED CONFERENCE WITH MANUFACTURERS ON CONTROVERSIAL FEATURES OF 
THEIR CODE: 


As evidencing the good faith of the National Shoe Retailers Association toward the 
Manufacturers’ Association, and of its desire to give full and complete cooperation to 
N.LR.A., and, if possible, to facilitate N.R.A. in passing upon the Manufacturers’ Code, 
our former President, A. H. Geuting, of Philadelphia, in a communication dated August 
17, 1933, addressed to Roger A. Selby, President of the Manufacturers’ Association, re- 
ques'ed that each association appoint a committee to confer on controversial matters that 
might be found in either the retail or the manufacturers’ code. 

In a reply from Miss Ruth Freeman, secretary of the Manufacturers’ organization, 
Mr. Geuting was informed that “we are not in a position to oppose any provisions in 
your (retail) code at the public hearing.” With reference to the Manufacturers’ Code, 
Miss Freeman answered for her association that “it will probably be sometime before 
there will be a public hearing.” 

In replying to Miss Freeman’s letter, former President Geuting stated that the 
National Shoe Retailers Association held itself ready, at any time, to confer with any 
committee the Manufacturers’ Association might choose to select with a view to ironing 
out any differences in the Manufacturers’ Code in which both associations had a mutual 
interest. No further reply to our request for a conference with the manufacturers 
was received and no effort was made by the Manufacturers’ Association to participate in 
the conference we had suggested. 


WuatT THE RETAILERS ASSOCIATION STANDS For: 


Our convention and shows have rendered a service of inestimable value to manu- 
facturers and retailers. The most representative manufacturers of the country, hundreds 
of them, have for years been proud to regularly attend our conventions because of the 
great benefits they have derived from them. Our convention sessions are highly educa- 
tional in character, drawing to them the most outstanding business men of the nation. 
Our Round Table Business Conferences‘ have been models for many other associations 
to adopt. . In short, our conventions really provide a post-graduate course in shoe retailing, 
all of which is planned to help the entire shoe industry to function more efficiently and to 
be more prosperous. 


Request THAT Section 6 oF ArticteE VIII Be ELIMINATED, OR AMENDED, AS FOLLows: 


The National Shoe Retailers Association respectfully requests the elimination of 

Section 6 of Article VIII, for the following reasons: 

1, It seeks to create a monopoly by confining shoe shows to those run by the Na- 
tional Boot and Shoe Manufacturers’ Assogiation. 

; It violates the very spirit of the National Industrial Recovery Act in its intent to 
give industry and commerce a ‘‘square deal,’’ as set forth in Section 3 of the 
National Industrial Recovery Act and incorporated in the code of the National 
Boot and Shoe Manufacturers’ Associations proposed code. 

3. That it would, in fact, nullify the policy of fair competition in all NRA codes so 
far approved. 

. That convincing evidence has been presented that many organized and individual 
manufacturers are supporters of the shows run by our Association and desire 

F them to be continued. 

. That it interferes with the rights and privileges of other associations of the shoe 
apes pel industry, whose prior rights to recognition and consideration should 
e denied. 


In CONCLUSION: 


; The National Shoe Retailers Association’s annual convention andeshoe show is not 
4 “racket,” but is a highly constructive, educational and business-like institution, con- 
ducted on the highest standards of good business, planned to be (and is) of great 
value in bringing together buyer and seller, on neutral ground, and establishing con- 
tacts of a most favorable and valuable character to both. 

There is absolutely no “graft,” no coercion or compulsion exerted upon manu- 
facturers; on the contrary, there exists the utmost good will and cooperation between 
hundreds of manufacturers and our Association, who, of their own free will, have 
patronized our shows for many years and who desire the privilege of continuing to do 
so, and who do not wish to be deprived of that opportunity through Sec. 6 of Art. 8. 

We, therefore, on behalf of our 7000 independent and chain store members, respect- 
fully ask that Sec. 6 of Art. 8 be eliminated or amended from the Code of the Boot 
and Shoe Manufacturers Industry for the reasons set forth. 


Respectfully submitted, 
NATIONAL SHOE RETAILERS ASSOCIATION. 





CODE 


RETAIL TRADE 
REGISTRATION NO. 193 4 


OF 1G URTUD SEATED COMERNERIT - WOT TOR But Oat. mo: O88. Soro ab 


WHEN YOU ORGANIZE A 
LOCAL SHOE ASSOCIATION 
SEND US YOUR NAME, 
OFFICERS AND SCHEDULE 


TheShoeClub,Incorporated 
A New York Trade Center 


HIS new organization has just es- 

tablished its headquarters at the Mc- 
Alpin Hotel. The club rooms formerly 
occupied by the Lions Club, Rooms 
Nos. 300, 301 and 303, have been taken 
over by this newly formed organization, 
which accepts as members any shoe 
tanner, manufacturer, wholesaler, travel- 
ing salesman, shoe buyer or any man 
who is affiliated with the shoe business 
in any way whatsoever. 

Your manager attended a very en- 
thusiastic meeting at the McAlpin in 
the El Patio Room the other evening. 
There were 72 in attendance and the 
honored guest of the evening was the 
Honorable James J. Lyons, leather man, 
and now Borough President of the 
Bronx, which is equal in the number 
of its population to the fifth largest 
city of the United States. Mr. Lyons 
was made an honorary member. 

The millinery industry has a similar 
organization which has been function- 
ing for approximately 12 years. They 
have done an excellent job and the 
Shoe Club, Inc., is patterned after this 
organization’s set-up. 





MITTELMAN to Address 
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New England Shoe Merchants 


MAYOR JOSEPH W. MANSFIELD of Boston has 
issued an official proclamation to the country’s shoe 
wholesalers, retailers and others interested, inviting 
them to the 1934 Boston Shoe Fair, July 9-11, and 
emphasizing the value of this annual event to the trade. 
Letters from merchants throughout the country and 
reservations for display space and hotel accommoda- 
tions indicate an unusual interest in this year’s Fair and 
point to a large attendance. 


Retail Conference to Be Impor- 
tant Feature of Program for 
Boston Shoe Fair Week in July 


The incidental program of meetings, conferences and 
hospitality events which will mark the three days of 
the Fair has been practically completed, and will be 
as follows: 


MONDAY, July 9—3!st Annual Harbor Outing and Shore Dinner complimentary to 
0 " y visiting shoe buyers by The Boston Shoe Travelers’ Association. 


Hospitality Outing for ladies accompanying visiting buyers. 


problems, sponsored by the National Association of Shoe Whole- 


TUESDAY, Ju ly 10Q—Convention of Shoe Wholesalers to discuss Code and general trade 


salers. 


Conference of New England Shoe Retailers, with addresses by 
President M. A. Mittelman of the National Shoe Retailers’ Associa- 
tion, and other trade leaders. 

Luncheon-Conference in Georgian Room, Hotel Statler, with 
addresses by prominent manufacturers, wholesalers and retailers, 


and public officials. 


WEDNESDAY, July 11—Informal conferences of shoe and leather stylists, men's shoe manu- 


acturers, corrective footwear experts, etc. 


There will also be several other meetings and conferences, including a meeting of the Governing 
Board of the National Shoe Travelers’ Association, the day, hour and hotel to be announced later, 


The daily newspapers of New England continue to 
print strong editorial criticisms of the treatment that 
has been accorded the Boston Shoe Fair by the Shoe 
Manufacturers’ Code. 

Under the caption, “Our Shoe Fair,” the Boston 
Herald, on May 25, published the following editorial: 


“The Boston Shoe Fair will be held. This does not mean that 
the New England Shoe and Leather Association will defy the 
code which provides that there shall be only a single such fair 
each year, to be held under the auspices of the national associa- 
tion, which has its headquarters in New York. The code pro- 
vides that manufacturers shall pay entrance fees only to trade 
shows conducted by the national association. The local asso- 
ciation has arranged simply that exhibitors at the Boston show 
shall appear as guests of the association without payment of 
fees, the cost of the event to be defrayed from the surplus funds 
in the treasury of the fair. 

“By no means does the New England association abandon its 
efforts to obtain exemption from this unfair feature of the code. 
A final decision is hoped for by mid-June. But plans for hold- 
ing the fair had to be started weeks ago, in anticipation of a 
favorable decision. These will go forward with yet greater energy 
now that a New England policy has been adopted. Our shoe 
manufacturers have a strong case and they are proceeding with 
New England sentiment behind them.” 


The Boston Daily Record of May 25 printed this 
editorial, headed “Slap at Boston”: 


“The management of the Boston Shoe Fair, to be held here 
July 9, 10 and 11 under the sponsorship of the New England 
Shoe and Leather Association, is making every possible effort to 


obtain exemption from an unfair ruling in the boot and show 
manufacturers’ NRA code. 

“That ruling gives to the National Boot and Shoe Association 
a monopoly of shoe trade shows which may charge entrance fees 
to exhibiting manufacturers. 

“Pending the outcome of this protest, the New England or- 
ganization is going ahead with its Boston Shoe Fair plans. This 
show is important to the 500 New England shoe factories which 
produce 1/3 of the country’s footwear. The exemption it seeks 
should be granted. Refusal to grant it is a slap at Boston and 
New England.” 


The Boston American of May 26 had this editorial 
criticism, tinder the heading “Code Change Is Needed”: 


“NRA officials ought not to be slow about giving the permis- 

sion necessary for the Boston Shoe Fair to charge an entrance 
fee. In line with past custom this fee has been cheerfully paid 
by manufacturers as necessary to pay expenses of the fair. 
' “The manufacture of shoes has since Colonial days one 
of the foremost industries of New England. In recent years 
orders received at the Boston Shoe Fair have resulted in em- 
ployment for thousands of our skilled workers. 

“The NRA Code as it stands provides that manufacturers shall 
pay entrance fee only to trade shows conducted by the national 
association. A blow will have been dealt a basic New England 
industry if the code’s unfair provision is not scrapped at request 
of the New England Shoe and Leather Association. 

“The Boston Shoe Fair is already an old established institu- 
tion. Thousands of buyers from all over the country look for- 
ward to visiting it and placing their orders for our goods. 

‘These orders next July are expected by the trade to run in 
excess of $1,000,000. 

“NRA codes were never intended to place obstacles in the way 
of legitimate business. iers to increased employment 
ought to be swept down without delay.” 
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For that “lull” period in shoe buying, when it is yet 
too early for actual fall shoes, the combination 
has a definite place in the mode. 


CRUSHED KID WITH GLAZED KID 
CRUSHED KID WITH CHARMOOZ KID 


Crushed Kid is available in shades to match Glazed 
Kid No.176, Indies Brown; No. 123, Marrona Brown; 
No. 359, Blue; and No. 259, Blue—also in white 


Paisley Kid for evening is new, and may be had 
in either Gold or Silver. It is a patterned kid that 
resembles Brocade. 


Paisley Kid can be dyed quickly and easily to match 
the costume color, producing a jeweled effect in 
the shoes. 


SWATCHES ON REQUEST 








AMALGAMATED LEATHER COMPANIES, INC. 


WILMINGTON, DELAWARE 
84 GOLD ST., NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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FIFTH AVENUE AT 40TH STREET 


Feet first... weopen the sammer ter 


WOMEN ia WHITE 








Burdines 





The Budget Shop 


boasts these new arrivals 


47\Sun-Eez Sandals 


995 


A grand array of sandals for sunny hours 
and moonlight, too. Suede and ‘‘Hotechs” 
cloth if bright sunny colors (red, orange, 
blue, and green) for beach or batting around 
. +. dainty gold or silver caged, alfeirs. 
high heeled, for serious dancing. 

















Now that Summer’s here and everyone’s thinking of 
vacation plans, of travel and week-end recreation, 
shoe stores are focusing their advertising on the styles 
and types of footwear called for to complete the Sum- 
mer costume, whether it be a white linen or flannel 
lounge suit for the man, a sports outfit for the young 
business woman, getting ready for her two weeks in 
the country, or a gay print costume for the matron who 
is eager to combine coolness with the latest word in 
fashion. 

People are especially shoe-minded at this season 
because almost everyone has new clothes that call for 
something different in footwear. It’s the Summer and 
the Summer’s apparel that sell the shoes. Department 
stores, realizing this fact, are making the most of their 
opportunity by showing shoes with the costumes they 
feature in Summer ads and windows. One New York 
store ran an ad on the Friday morning before Decora- 
tion Day featuring four Summer items for men, a Pana- 
ma hat, a bathing suit, flannel trousers and a pair of 
wing tip white oxfords. Each of these items was a 
special, the oxfords being priced at $3.44. Although 
the weather was highly unfavorable, cold and rainy 
on the day the ad appeared, it produced remarkable 
results on all four items. 

Shoe store ad men and copy writers have a world of 
material with which to work this season in telling their 


BOOT AND SHOE RECORDER, June 9, 1934 


Summer Fashion Story 


Dramatized 
In Shoe Ads 


Illustration and Copy Tell En- 
chanting Story of the Part 
Shoes Play in Vacation Season 


story of Summer shoe styles. Judging from the adver- 
tisements of newspapers the country over that come to 
our desk each week, the shoe stores as well as the de- 
partment stores are doing an exceptionally good job 
in getting this story before the public, not only by 
means of effective layouts and attractive illustrations. 
but with copy that tells what’s new in shoes in a manner 
calculated to arouse the interest of the customer. 

Use of the merchandise and the purpose for which 
the shoes are intended form the sales appeal in most of 
these ads. To illustrate how they’re doing it we’ve 

[TURN TO PAGE 44, PLEASE] 
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this forward-stepping, ever and ever growing happier and snappier 

era, the importance of stylish footwear may easily be underestimated. America 
has chosen Lairds —first for style, second for comfort. Indeed, a combination 
of footwear joy that brings the merry Maytime trippingly into milady's heart. 


he eautiful 
Laird of Summer 





© Lapp scuosm t-steap © AND this te « STYUSH AND © THE “CHATALET- STRAP 
+ Very dressy summer slipper in FABLE STREET OXPORD— TONGUE PUMP allords additional 
white fabric + fabric can be dyed any “CAROLA”, of the Laird Schober prool of the Laird Schober genius + 
color desired + Trimmed with bande _family—in beautiful white, blue or available in white or blue kid + note 
ot-white kid + slender dress heel. blac kid « with heel the artistic stitching and perforations 





a 14" 15” 


e “There's a LAIRD for every occasion @ and a last for every foot!” 














We q e , 

¥ le repeat in May, a January prediction “1934 is a winner’ satiieiae ste. 
sun shade in hosiery . i tinctive tn ex. 
for White tootweere | Ee Wa P ng gh a clusive grain calf 
a very sheer chition ; and patent leather + 
by THEME + White, Red, Navy. 
(3 brs. 475) 765 Black and [700 

1" tg 



















































-~_ a a 


“aan fa 





BOOT AND SHOE RECORDER, June 9, 1934 


~ 





GALLS, & Siow YAR RAG 
SAX \ S ALDER ee) 


SS se oe 


Our customers are having wonderful suc- 
cess with these shoes. They are repeating 
in a fine way, and it is surprising to know 
the great number of instances where 
women who are so well pleased are bring- 
ing in their friends to be fitted. 


Scientifically designed lasts 
that encourage perfect balance 
and correct posture. 


Patented Foot Guide heels that 
wearevenly,keepankles straight 
and feet in correct walking 
position. 


Specially molded insole that 

corsets the arch and relieves 

strain. ‘ 
There are seven styles in 
this line—four blacks, two 
browns, and one white kid. 
They are our finest grades 
that retail up to $7.50, and, 
we are glad to say, the 
largest selling high grade 
shoes in our entire line. 
May we have the privilege 


of showing them to you. 
ARCH TYPE DEPARTMENT 


ROBERTS, JOHNSONS RAND 


Branch of international Shoe Co. 


ST. LOUIS, MO. 








When writing advertisers please mention Boot and Shoe Recorder 
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An important advance in the art of good shoemaking is the 
introduction of a unique feature in the manufacture of lasts. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 





| [A] The Saddle Insole has become an important feature 3 
| in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
¥ wemomees this feature. The last is grooved so that the insole saddle pps 
fits perfectly into the recessed section of the last. 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


; | BOSTON, MASSACHUSETTS 
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Talk of Code for Travelers 


[CONTINUED FROM PAGE 28] 


salesman than to have the factory re- 
tain any part of the commissions for 
the purpose of covering minimum 
wages for the full year. 

“Shoe manufacturers in offering 
their code for the approval of the 
recovery administration excluded trav- 
eling salesmen from the provisions re- 
garding maximum hours and minimum 
wages, because of the difficulties which 
we have above expressed. We did not 
feel at the time the code was written, 
nor do we feel now, that a separate 
classification should be written cover- 
ing salesmen, nor that the provision 
excluding traveling salesmen from the 
hours and wage provisions of the code 
should be stricken therefrom, because 
the shoe manufacturing industry feels 
that it would be unfair to the traveling 
salesman to compensate him on the 
basis of the minimum wages specified 
in the boot and shoe manufacturing 
code for factory employees and that 
it would also be unfair to the employer 
to classify such a salesman as an exec- 
utive with the minimum wage specified 
for such executives under our code. 


Earnings of Salesmen 


“The members of the boot and shoe 
manufacturing industry believe it is 
outstanding in rewarding the services 
of its traveling men, and are proud of 
their record in that respect. The mem- 
bers of our industry wish to impress 
upon the recovery administration that 
it is their opinion that no minimum 
wage provision for traveling salesmen 
in the shoe manufacturing industry is 
necessary.” 

At the conclusion of Mr. Wall’s 
presentation, the deputy administrator 
inquired as to what the average earn- 
ings of a traveling shoe salesman are. 
The witness said he had contracted two 
of the largest firms in the industry, in 
anticipation of such a question, and 
was told the lowest-priced employee in 
this work is paid $1,200 a year, plus 
traveling expenses. 

Wall said he has no knowledge of 
any serious interest on the part of shoe 
salesmen to be brought under code 
wages and hours. 

Other witnesses had brought out the 
fact that many salesmen handle sev- 
eral lines and it might be possible that 
they would draw the minimum wage 
from two or more companies located at 
some distance from their territory. 
With this testimony in mind, Deputy 
Administrator Dameron asked if the 
same condition is true of the shoe in- 
dustry, and Wall answered: 

“No. They are only shoe salesmen. 
I do not believe they bother with any- 
thing else at all. As far as I know, 
the men in the game of selling shoes 
are very proud and they will not bother 
with anything else.” 

Many of the manufacturers who at- 
tended the hearing in opposition to the 


proposal told of personal experiences 
in the past when they placed their 
salesmen on a minimum wage plan. 
The result, they related, was an im- 
mediate drop in sales, due to the lack 


Kline’s 


The FASHION 


outlook shows these 


beautiful VIEWS in 


WrlIE 


Five gay white styles that capture 
our gaze and hold it with charm- 
ing styles, prophetic of summer. 














crushed pig with looped 
kid ou on the 





Kline's Mezsenine 











An attractive white shoe advertisement 

by Kline's of Detroit, in which the 

costume background is cleverly sug- 

gested in the small line sketch accom- 
panying each shoe. 
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of incentive to go out and build 
business. 

Among those who appeared on be- F 
half of the salesmen was Samuel Un. ff 
termeyer, noted New York lawyer, who 
criticized industry for its disposition to 
withhold the benefits of NRA from 
their outside selling staff. He declared 
the idea of payment by commissions 
only is a product of the depression era 
and he urged a recovery administra- 
tion order to return the trade to its 
former practices. 

Untermeyer charged industry with 
coming to Washington prostrate and 
on the brink of economic destruction, 
accepting the benefits held out by the 
recovery administration and then “tak- 
ing the salesmen by the throat and 
throwing them in the gutter.” 

Congressman John Dingell, of Mich- 
igan, who said he has been a “peddler” 
all his life, also championed the cause 
of the salesmen. 

General Johnson expressed a belief 
that placing of salesmen under the 
code regulation on hours and labor 
would have the effect of throwing 
many who now work on commission 
out of employment. He made it plain, 
however, that this was not to be taken 
as a final expression of his attitude on 
the proposal. 





























New Sandal Shop 


CHICAGO, ILL.—Gay is the name for 
the new sandal shop at Cutler’s from 
the yellow chairs and spritely mural 
decorations to the brilliant awnings un- 
der which the gals can sit while they 
are buying sandals and imagine they 
are on the beach listening to what the 
wild waves are saying. Pictures of 
beach scenes are “blown-up” on the 
walls. Men and their honeys in motor 
boats, swimmers and divers in action, 
a playful group with a water-polo ball 
and even some surprised-looking fish 
swimming about under water carry out 
the pleasant delusion of a lake or sea- 
side resort. 

“We are going to give plenty of ser- 
vice here, the same as we give ‘to the 
fitting of shoes,” said J. P. Peterson, 
manager of Cutler’s, in speaking of the 
new venture. “We want to show women 
and girls what good service in sandals 
really can be. This means experienced 
salesmen and plenty of them.” 
































Exceptional Showing Men's Shoe: 


DENVER, CoLo.—A battery of seven 
men’s shoe windows, by the Gano- 
Downs Co. here, has probably set a 
record for the season to date. Except 
for a few straw hats in the back- 
ground, all of the windows were <e- 
voted exclusively to shoes. 

The firm reports men’s shoe _ busi- 
ness far ahead of last year, with plain 
whites predominating. Demand for 
better quality merchandise has been 
greater than in several years. The 
department is doing an excellent vol- 
ume on $10 and $14 shoes. 
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THE WILLIAM AMER COMPANY 


tanners for more than a century, has developed 
four grains (Levant, Starry, Quill and Sport Grains) 
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Keeping Designs American 


[CONTINUED FROM PAGE 21] 


at the Central Needle Trades High 
School in New York City. Here, with 
the cooperation of Mortimer C. Ritter, 
principal, who is responsible for the 
shoe school, we are endeavoring to put 
more skill into shoes. 

Shoe designers are being made. The 
accompanying photograph shows some 
of the work of the pupils. The illustra- 
tion begins with the shoe sketch which 
shows the inception of the shoe. Then 
the pattern is developed—both the lin- 
ing and outside patterns. Finally the 
dummy is made, giving us the completed 
story. Here, for the past few years, I 
have been developing courses of study 
in shoe selling and shoe manufacturing. 
The shoe design course, for example, 
consists of sixty lessons, each lesson 
consisting of a class session lasting two 
hours. The course is conducted along 
modern educational principles. We start 
with the design of a simple pump and 
follow the traditional, standardized 
shoe patterns, namely, pumps, bal ox- 
fords, gored step-ins, straps, T-straps, 
solid step-ins, Blucher oxfords, sandals 
and sport types. Then come a new group 
of lessons based on fabric patterns, 
welt patterns and cement construction. 
This is followed by a series of lessons 
on safe lines in shoe designing. Les- 
sons on pattern origination and color 
harmony are also included in _ the 
course. 

A unique phase of the course is the 
final examination. This consists in 
having the students make a complete 
set of original creations, designed for 
a particular price line. If, however, 
the pupil has specialized in men’s 
work, his final examination is. a com- 
plete. Spring display for a particular 
men’s shoe manufacturer. If the 
ladies’ high-priced field is his specialty, 
then a complete line of a dozen pat- 
terns is required to cover the sport, 
spectator sport, beach and evening pic- 
ture for the manufacturer chosen. 

Here, then, we are trying to keep 








Prize Window 


LOUISVILLE, Ky.—Byck Brothers & 
Co. received first prize for a good win- 
dow in connection with special displays 
made by merchants in connection with 
publicity for Charity Race Day, May 
28, when all proceeds of the race card 
at Churchill Downs went to charity, the 
track, owners, trainers, jockeys, etc., 
donating their services. 

Walter Schultz, in charge of window 
trimming for the company, used in this 
prize winning window two large repli- 
cas of clubhouse admission tickets for 
a background, each being 4 x 8 ft., 
while in the front of the trim he used 
cutout wooden letters, reading Charity 
Day, each covered with imitation gold 
pieces, represented by gold foil covered 
chocolate wafers, while interspersed in 
the window were whips, bridles, stir- 
rups, etc. 


designs American by making Ameri- 
can-made designers. What better way 
can we have of combating the style 
pirate than by sending out into indus- 
try people who have a_ substantial 
background and are trained in ethical 
principles? 

I might mention that a great amount 
of work still remains to be done in 
organizing within the shoe trades an 
educational committee, whose express 
purpose it will be to see that America 
trains its coming generations of shoe 
workers along truly American lines, so 
that American shoes can keep their 
reputation for quality moving ever 
upwards. 


Featuring Summer Specialties 





Ml oot meee oe 


Best & Co. 


GAY LITTLE SHOES 
For BEACH, DECK 
AND BOARDWALK 


brand new, some the 1934 

















An unusually-interesting and 
attractive advertigement of 
Summer sandals by Best & 
Co., Fifth avenue, New York. 


1934 


From Crackerbox to Real Store 
[CONTINUED FROM PAGE 15] 


has been with Florsheim for the past 
seven years and it is said of him that 
he has the greatest “P. U.” trade of 
any man selling shoes in Times Square. 
(“P. U.” meaning “Personal See You” 
in the language of Broadway.) And 
what makes it even more interesting 
is the fact that Hogan has allowed his 
boys to work up a similar personal 
following. 

‘Getting the big shots in the store and 
having them boost for you is not ac- 
complished by wishing, wanting or 
high-pressure promotion. It is done by 
knowing the right people in the right 
way. In all the years that Hogan has 
been connected with Florsheim, he has 
never given a special discount of any 
kind, made a special offer or been extra 
liberal in settling a complaint with any 
of these people he knows so well. In 
fact, they rarely come back with kicks. 
Read that statement all ways, for it 
means good shoes, properly sold, prop- 
erly fitted, with a surplus of confidence 
on the part of all concerned. 

That song of a certain young man 
named Jimmy who had a nickel but 
lost it has no parallel in the story of 
this Jimmy. When he gets a customer, 
he never loses him. ‘His secret formula? 
Well, here’s how Ted Husing was added 
to the list. Mark Hellinger, who, by the 
way, is a columnist on the same paper 
as Walter Winchell, introduced Husing 
to Hogan six years ago. Husing was 
so satisfied with his treatment that he, 
in turn, has brought in many of his 
friends. All this is very simple, pro- 
vided one has that something which at- 
tracts and holds the confidence of the 
trade. 

In reality, Jimmy has his own private 
Rotary Club, operating on the Scout 
idea of doing a good deed every day. 

Hogan also designs and details cer- 
tain extreme styles of shoes for his ex- 
acting trade. These types are worked 
out with the thought of presenting indi- 
vidual styling for the sporting and 
theatrical trade which is always look- 
ing for that something new. 

It was Hogan who gave Primo Car- 
nera his first pair of American-made 
shoes. This was just before the fight 
with Jack Sharkey, who was also a 
customer. Sharkey got a great laugh 
out of seeing the immense Carnera 
shoes, but he never did see Carnera’s 
feet bottoms up in the ring. 


They Wear Out Shoes 


For shoe consumers letter carriers 
are close to the top of the column, they 


. averaging to walk better than 12 miles 


a day,‘ and 3756 per year, according 
U. S. postal authorities. Some of them 
carry packs that weigh from 50 to 75 
pounds, and it takes good leather on 
the feet to carry the total load of the 
carrier and his pack. 
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Orb narity a dual personality is a dark 
secret—something to be stowed away in the 
closet with the family skeletons. 

Instead, we’re boasting about the two per- 
sonalities of this shoe! 

One side of this shoe’s character wins over 
the young man who thinks “‘Style’s the thing.” 
Brownbilt Tread Straight Shoes catch his eye. 

Then this shoe pro- 
ceeds to show another 
side of its personality to 


Brownbilt 


because this shoe ladsa DU AL LIFE 


comfort.” He blesses the foot-soothing Tread 
Straight features of Brownbilt Shoes. 
Pleasing two types of customers rather 
than just one is bound to create extra profits 
for retailers. One stock of these shoes that lead 
a ‘‘dual life” does the work of two. Investigate! 


Prawn Snoe Gowsgaiy, 


MANUFACTURERS — SAINT LOUIS 


The Brownbilt Tread 
Straight line is carried in 
stock in a wide range of 
styles, widths and sizes, and 


: A. 
the man who says: “Give od [READ STRA| iGHT fits into the popular price 


me a shoe that’s built for 


range. 


Shoes for Men 


When writing advertisers please mention Boot and Shoe Recorder 
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of LASS-O-SANDAL Courtesy of Golo Slipper Co. 


Something New/ 
FAIRY TWINKLE TORS 


In Smart, Glossy Black 


A striking contrast for open toe sandals in 
popular pastels. Build your window dis- 
plays around these attention-compelling 
shoe forms that boost sales and win new 
customers. 


Fairy Twinkle Toes in flesh color with 
rose tinted nails have been providing ef- 
fective sandal display during the past sea- 
son. The New BLACK Fairy Twinkle Toes 
with silver nails will be even more suc- 
cessful with summer’s brightly colored 
footwear. Both come in ankle height and 
are extremely light weight. 


There’s still time to secure the bulk of the 
summer sandal sales in your community 

. order Fairy Twinkle Toes for your 
windows TODAY! 


Y mmatode iecaie ak see OF 
SHOE FORM CO. 


AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Ce., Ltd., Montreal, Que. 
Northampton, England Paris, France 
Frankfort, Germany Melbourne, Australia 
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Summer Fashion Story 


[CONTINUED FROM PAGE 36] 


picked out the salient paragraphs from a group of 
advertisements specially selected because of their con- 
vincing copy approach. Perhaps you may get a copy 
idea or two from some of these ads. Here they are: 

“There’s adventure in the ‘Crossroads’—another 
‘different’ shoe. It’s adventurously different and sure 
to make you feel gay and sparkling when you wear it. 
Brown calf, fully lined with kid. It uses a different 
punching idea—hand-cut squares, stitched so they cant 
stretch. One of a big group of up-to-the-minute shoe 
fashions you'll always find at $8.50.”"—La Salle & 
Koch’s, Toledo. 

“It’s Sport Shoes now and till Fall. Volk has the 
Sports that’ll really ‘click.’ Part of our job is to know 
and be ‘all set’ with everything that’s right in sport 
shoes. . . . One look at our windows will prove how well 
we've done it. White, Two-Tones, and Ventilateds . 
take your pick .. . and depend on fit, style and wear . . . 
for that’s our first duty to you . . . always.”—Volk 
Bros., Dallas. 


Featuring Spineless Shoe 


“Announcing The New Spineless. $6. The Shoe that 
made the slipper jealous! It’s actually as comfortable 
and flexible as a slipper! It’s a durable, full-bodied 
shoe despite its light weight! It comes in new wing- 
tip style in black and white or in black or brown 
straight-tip styles! It’s the perfect Summer shoe.”—- 
Eastwood’s, Rochester. 

“How important are good feet? Only when they 
finally rebel at our inconsiderate treatment—and with 
searing pains and throbbing arches leave us stranded, 
do we realize how precious our feet are. Guard your 
feet. Begin now, by putting them in a pair of famous 
Arch Preserver shoes. They are scientifically designed 
to support your feet and guard them against ruinous 
strains—yet clothe them to meet your most prideful 
demands. Spring styles are $9 to $12.50.”—Fyfe’s, 
Detroit. 

Red Sandal Vogue From Paris 


“Prominent Parisiennes are wearing red sandals! 
Our style informant, Charles Ritz, advises us that Red 
Sandals are being worn more and more each day along 
the colorful boulevards of Paris. . . . With this informa- 
tion we have designed a smart “T’ strap sandal of Red 
Kid that will make your feet ‘Blaze forth,’ in style, 
along Philadelphia’s boulevards.”—Enzel’s, Philadel- 
phia. 

“Feet that are free, unfettered and perfectly sup. 
ported give you an unconsciously smooth and beautifu! 
manner of walking. Florsheim White Shoes, with 
Fashion, Youth and Beauty, built right into their design 
—aid your feet to flex as nature planned—and do this 
important thing modishly!”—Jelleff’s, Washington. 
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“The season’s favorite colors in sleek, charming satin- 
kid styles that brighten any costume. . . . Shoes that 
can be worn day in, day out . . . shoes that will retain 
original beauty for many months. Widths AAAA to C 
and sizes to 9.”—Chisholm’s, Cleveland. 


“It looks like a gay and busy Summer, with every- 


body moving about, going places, doing things. And 


shoe fashions reflect this in their tempting diversity. 
[mperial’s collection of sports shoes in all-white buck, 
or white with black or brown are ready to add to your 
enjoyment of the out-of-doors. They are designed for 
feet that are used to high heels and do not give that 
let-down feeling.”—Imperial, New Orleans. 


Selling Style and Quality 


“ ‘True’ to the high standard of quality, so rigidly set 
by Rysonele . . . truly a correct shoe of fine leathers. 
‘True’ to the high ideal of style so strictly insisted upon 
by Rysonele craftsmen . . . truly a shoe of graceful 
beauty that Indiana women will accept enthusiastically 
... truly a shoe Marott’s recommend. See our complete 
presentation of style shoes bearing the charm spelling 
endorsement . . . ‘styled by Rysonele.’ ”—Marott’s, In- 
dianapolis. 

“O-G Flexlife Shoes for Men, sold on a ten-day 
trial. Here are smart shoes for particular men. Their 
special inner sole and flexible construction give that 
‘old shoe feel’ right from the very first step. Sizes 4 to 
14... AAA to E. Try on a pair today in your O-G 
Store.’—O’Connor & Goldberg, Chicago. 


For 14-Year-Old Boys 


“14—He knows what he wants and where to get 
it. That’s the reason he and all his crowd come flock- 
ing to Best’s seventh floor for their shoes. They have 
learned (clever chaps that they are) that Best’s has 
got just the shoes they want. Shoes that look right 
whether they’re for school, or sports, or ‘dress-up’ oc- 
casions.”—Best & Co., New York. 

“The Younger Set has simply gone wild over Latin 
toes. Another shipment has just arrived . . . but they’ll 
hurry out. . . . Better make your selection tomorrow! 
Shorter, rounder, foot flattering. A toe that makes any 
foot look sizes smaller. The most dramatic fashion hit 
in years. —Geuting’s, Philadelphia. 

“Greater Boston’s Courses have been officially opened. 
The Golf season’s in full swing! Classic, good sports 
styles Budgeteer Shoes $3.95. Ten styles—for ardent 
addicts and interested spectators. White or tan with 
beige saddles. Beige moccasins. Buckskin, calf and elk 
finished leather. Spring or built-up leather heels. Com- 
position soles, with rubber to make them supple and 
leather, long wearing.” —R. H. White Co., Boston. 

“At the foot of your costume, at the top of the mode 
—white kid ties. They double their chic, if they are 
perforated. Only two styles sketched, but Packard- 
Rellin is ready with the outstanding white shoes of the 
season.” —Packard-Rellin, Milkaukee. 





— 
Aw 
Ww 4 “YOU SAY I CAN GET FINE 


CARPET FOR MY STORE AT 
A SURPRISINGLY LOW COST?” 


“YES, | DO. MOHAWK CARPET IS y} 2d I" 
AN ECONOMICAL INVESTMENT ~~ 
BECAUSE OF ITS LASTING BEAUTY 

AND ITS LONG WEAR.” 


Fresh new beauty 


NOW... and for years to come 


T’S GOOD to look at your floors once in a while as your cus- 
I tomers see them. How is your carpet today? Pretty well worn 
here and there in the aisles? Color faded a good deal? 

Then replace it with Mohawk Carpeting NOW. You can get the 
quality you need, the rich solid color you like, or an interesting 
pattern at very moderate cost. The little you pay will be really a 
profitable investment—in freshening up your store interior... 


in making a more pleasant place for shopping . . . in unusually 
long wear that will save you money in the end. Mohawk Carpet 
in Chenille, Wilton, Axminster or Velvet weave contains only fine, 
imported, virgin wool and fast-color dyes. They are woven for 
wear, as many a shoe store owner and manager will testify. And 
in a wide range of colors and patterns. 


Let a Mohawk Carpet Specialist help you make a selection. 
This advisory service is free—carries no obligation. For it, address 
the nearest Mohawk Sales office or Mohawk Carpet Mills, Contract 
Carpet Department, 295 Fifth Avenue, New York City. 


REGIONAL SALES OFFICES 
CHICAGO DENVER 

DALLAS DES MOINES SEATTLE 
LOS ANGELES SAN FRANCISCO ST. LOUIS 


1934, Mohawk Carpet Mills, Inc. 


ATLANTA DETROIT 
BOSTON 


PHILADELPHIA 
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for COMFORT. 


avoid wrinkled toe -linin gs 


The toe of a well made shoe 
should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box ° 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


What's Doing In the Shoe World 


SATURDAY, JUNE 9, 1934 





New York Store Promotes 
Scuffless Heels 


New York, N. Y.—A window which 
created much comment is the above, by 
the Stetson Shop on Forty-second 
Street, promoting the new scuffless 
heels of DuPont, called “Pyra-heels.” 
Besides some twenty pairs of shoes, 
there were shown illustrative “action” 
photographs. Heels which had been 
mailed around the world, and, seem- 
ingly, none the worse for wear, were 


shown attached to their mailing cards 
and were attractively displayed on a 
panel. The window was run the same 
time as that of the Sport Shoe Window, 
where the RECORDER’S poster was given 
much prominence; and, between the 
two, the Stetson Shop enjoyed more 
publicity than any “show” they had 
ever put on. G. L. Harger is in charge 
of the New York shops. 





Good Action in Baltimore 


BALTIMORE, Mp.—The advent of hot 
weather here has spurred sales of 
white footwear. Sales are running 
ahead of the same period of last year 
according to some merchants, though 
all shoe shops are not faring as well. 
Indications are that sales of white foot- 
wear will grow in volume during the 
remainder of the month as women outfit 
themselves in white for Memorial Day 
holiday period. 


Schiff Declares Dividend 


CotumsBus, OH1I0—The board of di- 
rectors of the Schiff Co. has declared the 
usual quarterly dividends of $1.75 
on the 10,000 shares of preferred 


stock and 50 cents per share on the 
99,000 shares of common stock, pay- 
able June 15 to stockholders of record 
May 31. The company operates a 
chain of about 215 retail units. One 
of the latest of its new units is the 
taking over of the shoe department in 
the Houghton & Dutton, Inc., depart- 
ment store in Boston. 


U. S. Leather Reports Profit 


Npw York, N. Y.—The United 
States Leather Co. reports for the quar- 
ter ended April 30, 1934, net income of 
$45,068 after depreciation, interest, 
taxes, etc. In the preceding quarter, 
the company reported a net profit of 
$10,219, or 13 cents a share on the prior 
preference stock. 


Reports Heavy Business 


CLEVELAND, OHIO—The Cleveland 
Stetson Shop did a bigger business on 
Saturday, May 19, than on Easter 
Saturday and the Monday following 
was almost as active, according to 
Allen V. Holbrook, Jr., manager. 

Mr. Holbrook recently placed the 
same golf shoe display in his window 
that he used last year. Namely a map 
of Cleveland and suburbs with golf 
courses marked. out with name and red 
flags. Below is the notation, “Your 
Club and Golf Shoes That Play the 
Game.” Because in both sport and golf 
shoes, he says, is far ahead of last year 
when they had a fairly good turnover. 





DATES TO REMEMBER 


California Shoe Retailers’ Convention—St. 

Francis Hotel, San Francisco, Cal., 
June II, 12, 13 

Pacific Northwest Shoe Retailers’ Conven- 

tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 


Boston Shoe Fair, Displays in Hotel Stat- 
ler and Copley-Plaza. 
National Convention Shoe Whole- 
salers, 
General Convention N. E. Shoe Re- 
tailers, 
Directors Meeting N.S.R.A., 
Harbor Outing, Boston 
Travelers Assn., 
All at Boston July 9, 10, IP 
New York State Shoe Retaiers' Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, I? 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. .......... Sept. 10, II, 12 


Official Opening of American Leathers 
for Spring, 1935, Hotel Astor, New York, 
Sept. 24, 25: 


National Shoe Retailers Association An- 

nual Convention (city to be announced 
Jan. 6, 7, 8, 9, 1935: 

National Seasonal Opening, National 

Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo....Jan. 7, 8, 9, 1935: 

Middle Atlantic Shoe Retailers Associa- 

tion (city to be announced later), 

Jan. 21, 22, 23 

Michigan Retail Shoe Merchants An- 

nual Convention, Hotel Pantlind, Grand 
Jan. 20, 21, 22, 1935: 


Shoe 








"Greater 
1934 Shoe Sales” 
Report 


PROPR -BILT 


Dealers Everywhere 


—And there is a _ reason! 
Propr-Bilt Shoes with pat- 
ented inbuilt features, en- 
dorsed by the medical profes- 
sion, have that customer ap- 
peal that results in ready 
sales. 


Growing Girls 


There are many 
smart Propr-Bilt 

itterns in grow- 
ng girls for the 
young lady in her 
teens. 


Not ‘‘Cure AIll’’ Shoes 


Propr-Bilts are not cure-all 
shoes, but they do correct 
foot deformities and better 
still prevent growing feet 
from foot ills. 


Misses and 
Children 


For misses and 
children there 
are Propr-Bilts 
in a variety of 
styles and 
leathers. 


Selling A Service 


Propr - Bilts are not just 
shoes. They are scientifically 
different. In featuring them 


merchants are selling a 
foot-health service that earns 
for them proper recognition. 


Infants 
Propr-Bilts are 
the correct first- 


me shoes 
children. 

in all leathers in 
a wide range of 
sizes and widths. 


The Propr-Bilt Plan 


As Propr-Bilts are _ scien- 
tifleally different in construc- 
tion they cannot be merchan- 
dised as ordinary shoes. The 
Propr-Bilt selling plan is 
proving successful in the 
leading shoe departments of 
the country. Write us today 
for details. It will be worth- 
while. 


The O’Donnell Shoe Co. 
512 Sibley Street 
Saint Paul, Minnesota 


° 531 Marbridge Bidg. 
New York Office: { 39) War eg nee nee: 
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Hows 
Business 


Increased Shoe Sales 


Boston, Mass.—Demand for shoes 
is now forging ahead in the industrial 
sections of the country, in addition to 
a sustained demand in the South and 
Southwest, according to statistics re- 
leased by the First National Bank of 
Boston. March production was the 
largest of any March since 1928. Out- 
put for the first quarter reached the 
highest level in four years. Fall busi- 
ness is expected to start about July 1, 
and, with prices, generally speaking, 
unchanged, a busy Autumn is predict- 
ed. 
“The most active demand,” it is 
pointed out, “is for footwear priced at 
approximately $2 to $3.50. Higher 
values meet considerable consumer re- 
sistance, although quality shoes are 
moving much better than a year ago. 
Manufacturers have experienced one 
of the busiest Spring seasons since 
1929, and the popular demand for 
white shoes indicates an active Sum- 
mer in sportswear and sandals. Buck- 
finished sides have been the season’s 
principal feature and the trade be- 
lieves that they will be used in the Fall 
colors as well. 

“The two-cent drop in hides during 
the past month has brought the price 
of raw material into more equitable 
relationship with the finished product. 
Its immediate result has been a re- 
newed pressure for concessions, espe- 
cially in upper leather. In sole leather, 
likewise, there has been some shading 
of prices. Ultimately, cheaper hides 
should have a stimulating effect upon 
volume, provided, of course, that the 
present good retail business continues. 
Considering the season and the times, 
leather, since the first of the year, has 
moved freely. Wettings, production and 
consumption of all cattle hide leathers 
for the first quarter of 1934 are 32 
per cent to 35 per cent ahead of 1933, 
and the best first quarter in the past 
six years. There is, on the other hand, 
little evidence of advance purchases. 
Higher costs due to the code, restive 
labor, and strong consumer resistance 
to advancing prices have narrowed 
profit margins. These factors, together 
with the uncertainties growing out of 
the NRA, the tariff and other proposed 
legislation, have suppressed the specu- 
lative urge almost to the vanishing 
point. 

“Since the middle of April the hide 
market has dropped from 11 cents to 
9 cents. Prior to that time it had 
advanced rather sharply, and tanners, 
who grew hesitant with the market’s 
successive gains, felt their caution was 
justified by labor troubles in the upper 
leather divisions of the industry, weak- 
ness in stock and commodity markets 
and uneasiness caused by many pro- 
posed legislative measures. After a 
week or so of inactivity, optimism 


‘continue. 


waned and prices receded. Some buy- 
ing of hides took place at the lower 
levels, and stocks were reduced. Fed- 
eral-inspected slaughter has been run- 
ning heavier than last year, but the 
supply of country hides is usually 
lighter in the summer months. This 
movement may be offset, however, by 
drought conditions in the Northwest, 
which may force more than a normal 
amount of cattle on the markets during 
coming months. The trade expects an 
active Fall shoe season, and hide 
brokers point out that the domestic 
markets are the cheapest in the world.” 


Selby Production Increase 


PORTSMOUTH, OHIO — A statement 
given out by the Selby Shoe Co. shows 
the marked increase in business during 
the period from April 1 to May 20 this 
year when 290,000 pairs of shoes were 
sold compared with 70,469 pairs dur- 
ing the corresponding period in 1933. 
That is an increase of more than 400 
per cent. 


Milwaukee Production Up 


MILWAUKEE, WIs.—Milwaukee shoe 
manufacturing companies all report a 
very good volume of business at this 
time with the expected seasonal slump 
so far deferred. Officials of the Nunn 
Bush & Weldon Co. report a fine busi- 
ness. Running over 20,000 pairs a 
week at the Milwaukee plant, the com- 
pany reports more back orders piling 
up now than at any time in the past 
380 years. Business is being turned 
down due to the rush. 

Production of men’s fine shoes from 
Jan. 1 to date is the greatest since the 
Nunn Bush & Weldon Co. started pro- 
ducing that line in 1919. 

The James Shoe Co. reports small 
orders coming in plentifully at this 
time. The Summer lines of women’s 
shoes, which should be tapering off 
now, are continuing good in spite of 
cool weather. 

The Weinbrenner Co. states that its 
children’s lines are holding up well, 
although men’s work shoes have ta- 
pered off a little. In this section, a 
tremendous business, above normal, 
was done last year at this time, due to 
price rises about to go into effect. 
Compared with the 1932 period, a more 
normal year, even the men’s line is 
better at present. 

The Huth James Shoe Co. reports 
that business in white shoes is active 
and beyond early expectations of the 
organization. The only difficulty that 
the firm finds is that it is spot busi- 
ness and unless deliveries can be made 
immediately they are not wanted. De- 
mand for ordinary black and brown 
dress shoes is below normal. 

The Herbst Shoe Co. is also doing a 
good white shoe business. Sales are 
greatly improved as compared with 
1933. Officials believe the trend will 
The firm’s two plants are 
now producing approximately 2,400 
pairs of shoes daily. This is a gain of 
20 per cent over 1933. 
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Trade 
Doings 


To Close Saturdays 


NEW YorRK, N. Y.—The New York 
headquarters and branches of the Rich- 
ard Young Co., at Boston, Chicago, 
St. Louis, Milwaukee, Cincinnati, and 
Gloversville will be closed all day Sat- 
urday from June 16 to September 15, 
inclusive. , 

The company takes this step pri- 
marily in the interest of their em- 
ployees and in the belief that it will 
not impair their service. They are 
prepared to put in extra time on Fri- 
days so that all orders may be shipped. 


Sales Making Window 


PHILADELPHIA, PA.—One of the most 
unique and arresting windows of the 
season for men’s white buckskin shoes 
has been achieved by Geuting’s. 

It depicts a hunter, in traditional 
colorful costume, firing his shotgun at 
a quartet of rather coy bucks, each 
peering from the shelter of a white 
buckskin shoe. 

Black powder smoke pouring from 
the muzzle furnishes an ideal back- 
ground for the shoes, which are held 
in position on sloping black wooden 
shelves. 

The clever caption, “Open season for 
white bucks,” is done in raised black 
letters on a white background. A typ- 
ical woodland signpost announces, 
“Geuting’s Game Preserves.” 

Prices of shoes range from “six 
bucks” to “ten bucks.” 

Size over all is approximately six 
by three feet. A raised two-inch black 
border with rounded corners frames 
the scene. 

The whole idea is as tastefully exe- 
cuted as it is ingeniously conceived, 
and has caused considerable comment. 
Credit is due Mr. Robert Smith, adver- 
tising manager, and Mr. Emeree, dis- 
play manager. 


Novel Ornament Showing 


DENVER, COLO.—The shoe department 
at Neusteter’s is showing shoes in their 
proper relation to ornaments in a 
unique, box-type window display. The 
fixture is a double-faced affair, showing 
a set of merchandise on the street side 
and a duplicate stock visible from the 
lobby. The whole thing is built with- 
in a vertical, rectangular frame. The 
upper part of this is divided into four 
shelves, which are broken up into four 
square compartments each.: The bot- 
tom shelf has no partitions in it. One 
pair of shoes is shown in each of the 
squares, with two pairs in the long bot- 
tom shelf. From the bottom of the rack, 
a rounded panel of wallboard extends 
out along the floor toward the window 
glass. On this are shown ornaments in 
a variety of colors. 


"Don't Make Kiddy Department 
Too Darn Nice!" 


Lonc BEACH, CAL.—“Don’t make 
your kiddy shoe department too darn 
nice!” 

This is the advice of Thomas P. 
Hunter, general manager of Dobyns 
Footwear, Inc., 485 Pine Avenue, Long 
Beach, Cal., the largest shoe store in 
that city. 

“When this store was first built it 
was one of the show places of the 
city,” Mr. Hunter points out, “beau- 
tifully trimmed in mahogany and gum- 
wood. “Mothers who brought their lit- 
tle live-wire kiddies into the children’s 
department were on pins and needles 
all the while for fear they might 
scratch something or damage some- 
thing. We were also a little bit afraid 
all the time that something might hap- 
pen. It was a bad state of affairs 
and I know it hurt business. 

“Then we had a bad fire and when 
we refinished we did the entire store 
in Monterey style, a finish that noth- 
ing on earth can hurt. In the kiddy 
room we kept things cute and attrac- 
tive but gave them a sort of indestruc- 
tible appearance. We do not give a 
whoop now how much the kiddies tear 
around there, and we encourage the 
mothers to have no fear. We do not 
need to encourage for instinctively 
they feel that nothing can be damaged. 
The plan has helped business and put 
everybody at ease. The big high ap- 
paratus where we seat the tiny kiddies 
to try little shoes on them is made of 
plain boards. You can’t hurt it and 
it does the business. No more fancy 
department for us!” 


Animated Window 


PASADENA, CAL.—The Famous De- 
partment Store, a large popular price 
store here with both a first floor and 
a basement shoe department, put over 
keds in a big way with an unusual 
animated window stressing the moun- 
tain vacation idea. 

An imitation waterfall was created 
by means of concealed lights and re- 
volving screens and this formed the 
center of a vacation scene. Around 
this were tall forest trees, mountains, 
and a mountain highway, all in card- 
board cut-out formation. Traveling on 
the highway and propelled by a tiny 
cable that could not be seen by the 
window gazer was a constantly moving 
stream of toy automobiles occupied by 
the tiny figures of toy men and women 
all in vacation attire, and presumably 
wearing keds for vacation comfort. 
The presence of little tennis rackets in 
the small automobile was also sugges- 
tive of the use of keds. 

The ked display proper was grouped 
in front and at the base of this window 
make-up. 

It was the natural appearance of the 
cataract and the moving automobiles 
that stopped the crowd in front of the 
window, George Keough, general man- 
ager of the store believes. At any rate 
the window sold keds. 





"For Girls who Stand on their own" 


IW’ STOCK 


here is the ideal shoe for nurses, teachers, 


beauty parlor technicians, store clerks, wait- 


A steady year-round 
Comfortable, quiet and stylish. 


resses or housewives. 


seller. 


SMARTLY STYLED OCCUPATIONAL FOOTWEAR 


404—Fine grain white kid, imitation Tip blucher 


oxford. Hard box toe, white kid quarter lining, 


8-iron 


. A natural color window display card of The 


Edges reduced. 


5/9 AAA-AA; 4/9 


white Nap-Line Sole. 


12/8 white Heel Nap top. 


FOR NURSES 
COMFORTABLE 


Price $2.90 


A-B-C-D-E. 


quirer 


STYLISH 


Clinic Shoe is supplied to aid your selling. 


Don't miss sales for lack of sizes. 


Order Now! 
eluxe Catalog showing complete line sent on request 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN THE ST. LOUIS DISTRICT 


ST.LOUIS MISSOURI 


THE JUVENILE SHOE CORPORATION OF AMERICA 





COMFORT, Plus... 


to very tender feet 


You get this great value in this style 
“AL.” One Million have been made 
of this shoe; that many men who 
could not wear an ordinary shoe with 
any degree of comfort, have been 
made satisfied customers in hundreds 
of stores. 


For the older man who prefers an 
oxford during the summer. Has an 
Arch Support, broad roomy ball and 
snug fitting back part. 


IN-STOCK 


Made to order; small extra 
charge. 


c 13 and 14 
secccovecees 13, 14, 15 


10¢ per pair extra west of Denver. 
“Trade Builders” are great fitters. 


GUreh SERVICE 


ORLEANS, LA 
ean gaged 
NEW YORK, WN. 
M.T. Show Sane Co. of Phew Yor 


HUNTINGTON, W. VA. 

The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Adet-Loexington Dry Goods Co. 


_M.T.SHAW INC. 
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Peoria’s Newest Shoe Store 


Peoria, Ill.—Pictured above is the new store 
interior of John Moser & Son, now located at 
325 Fulton St. In the photograph is C. 
Wagner, representative of the Friendly Shoe 
Co. with Wm. Moser, store manager. The 


Moser firm only features nationally advertised 
brands of shoes such as Stacy Adams, men's 
Arch Preserver, Friendly and Shaw Trade 
Builders. 








Davenport Votes Dividend 


CHATTANOOGA, TENN.—Directors of 
the Davenport Hosiery Mills, Inc., re- 
cently declared to the stockholders of 
record June 15, a quarterly dividend of 
fifty cents a share on the common stock, 
payable on July 1. 


Hosiery Mill Takes Employees 
to Century of Progress 


St. JosEPH, Mo.—June 17 will be 
“Cooper, Wells-St. Joe Day” at A: Cen- 
tury of Progress in Chicago. 

The big hosiery mill, it was an- 
nounced, has availed itself of the op- 
portunity to “take in” the world’s fair 
on that day, when the S.S. Roosevelt 
sails from this port under the auspices 
of the St. Joseph American Legion 
post. 

A block of 500 tickets has been 
reserved, and all employees of the com- 
pany will be given a boat trip and ad- 
mission to the fair. 

Cooper, Wells & Company is co-oper- 
ating with the St. Joseph Legion post, 
the St. Joseph Retail Merchants’ asso- 
ciation, the chamber of commerce, and 
other local organizations to make this 
a truly representative St. Joseph day at 
the fair. 

Stanley R. Niver, advertising man- 
ager of Cooper-Wells, conferred with 
world’s fair officials in Chicago last 
week. They have agreed officially to 
set aside June 17th as Cooper, Wells- 
St. Joseph Day at the fair, he said to- 
day. 

To Give Away Hosiery 


Every 1000th person attending the 
fair on that day will receive a ticket 
entitling him or her to a box of Iron 
Clad or Admiration Costume hosiery 
free of charge. 


Trade 
Literature 


Promotes "Gad-A-Bouts" 


AUBURN, Me.—Dyer & Hall, in an 
attractive folder recently sent through- 
out the trade, show among other nun- 
bers in their 1934 “Lucky White” pa- 
rade, the GAD-A-BOUT—“A Shoe 
That’s New, A Shoe That’s Smart, A 
Shoe That’s Different.” This particular 
women’s shoe has contrasting under- 
lays, aerated construction, port hole 
designs, and comes in white buck with 
tan calf underlay, brown velvet pig 
with brown calf underlay, white kid 
with white amalac underlay, white kid 
with red kid underlay, and white buck 
with white amalac underlay. It is fea- 
tured as being a non-copyable, patented 
shoe and thus protects the retailer. 


Trade Literature 


Musebeck Shoe Co. has just issued 
what might well be called a Text-Book 
Catalog. Not only does it show shoes, 
but every detail of correct and incor- 
rect body posture, illustrations of the 
bone structure of the feet, and of what 
must be done for correctly housing the 
feet, for their protection and their 
comfort, is so clearly illustrated that 
it is bound to be helpful to the mer- 
chant in educating his sales people to 
do a good job of fitting. 

The difference in ball area of lasts, 
the importance of the insole construc- 
tion, and of the bottom construction, 
the importance of the heel and _ its 
length, are all well illustrated. 

“Hints to Shoe Fitters,” and the po- 
sition of the “Health Spot” in the shoe, 
make this Text-Book Catalog soine- 
thing entirely different from the usual 
run of catalogs. 
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Factory 
Changes 


Expansion Planned 


ATHOL, MAss.—The Ansin Shoe Co. 
have leased part of the space in the 
factory of the former Lee Bros. plant, 
it was announced today by the com- 
mittee who is handling the local shoe 
shop problem. This includes the lower 
fioor in the brick building and will give 
the Ansin Co. the entire building. 

By this arrangement, the wooden 
factory building, including the former 
Lee office on the ground floor, will be 
available for the new shoe manufac- 
turing corporation which is to succeed 
the Merit Shoe Co., in which Max Gold- 
burg will be the principal officer. 

In the announcement the committee 
says the Ansin Co. has been exceed- 
ingly busy for the past few months and 
has been cramped for room, and under 
the new plan the company can expand 
its operations and thus increase the 
number of: employees. 

Mr. Goldburg, on the other hand, 
plans to start on the basis of making 
approximately 20 cases of shoes per 
day and the space available in the 
wooden building is entirely adequate. 
The committee says that with these 
changes, the number of persons for- 
merly employed will be equalled, if not 
exceeded and the rent income going to 
the Athol Industrial Corp., owner of 
the shoe buildings, will in no way be 
diminished. 


Leases Tannery 


Boston, Mass.—Brezner & Co., 
leather merchants, corner of South and 
Beach Street, have leased the Griess, 
Pfleger Co. tannery in Peabody, for the 
manufacture of calf leather. 


Identify. Union-Made Leather 


HAVERHILL, Mass.— According to 
reports the United Shoe and Leather 
Workers’ Union is about to introduce 
to the shoe and leather industry a 
trademark stamp that will identify all 
shoes in U. S. L. W. U. factories. A 
stamp committee, composed of repre- 
sentatives from all the local unions 
throughout the New England district, 
is being organized to work in conjunc- 
tion with the union’s general executive 
board. The present plans call for a 
nation-wide compaign in August for 
the purpose of promoting the sale of 
use of union-made goods. 


Starts Advertising Campaign 


PORTLAND, ORE.—Portland shoe deal- 
ers will shortly inaugurate a news- 
Paper advertising campaign, “Shoes 
for the Annual Portland Rose _ Fes- 
tival, June 11-15.” 








TAKE A LOOK 
insid 


THE REASON WHY 


PANCO STA-TITE teexs 


stay TIGHT...AND 
WEAR LONGER! 


Instead of the old method of a few isolated washers, in 
Panco Sta-Tite Heels the nail heads are held by the wire 
mesh at the very base of the heel. This mesh, firmly 
anchored, holds the entire outer edge of the heel down 
tight to the heel base—and permanently so. Invisible 
nailing is made practical, enhancing appearance. Dirt- 
tracking nail holes are eliminated. Wearing thickness 
is increased nearly 100%. 


Specify Panco Sta-Tite heels—they cost no more than 
any good heel, and add materially to the salability of 
the shoe. 


PANTHER-PANCO CO., Inc., CHELSEA, MASS. 
* 
PANCO 
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KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 


No. 156 Black 
Kid $2.35 





No. 401 Black 
Kid $1.85 
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SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 





THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 







Regent and Seamless 
High and Baby Louis 
AAA te C 


BETT SHOE CO. 
58 N. 4th St., Philadelphia, Pa. 

















Has New Store 


GARFIELD, WaSH.—Jake Hering has 
recently opened a new shoe store in the 
Enterprise Building. 





Store 
Changes 


Phelan Store Moves 


RocHESTER, N. Y.—The Phelan Shoe 
Store forsook its quarters established 
65 years ago and followed the trend of 
retail sites farther into the center of 
the city. The store now is being op- 
erated by Harry and Chester C. Phelan, 
nephews of James H. Phelan, the 
founder, who died several years ago. 
The new store will be in larger quar- 
ters at Main Street East and Franklin 
Street. Present sales policies will be 
continued, the Phelans said. 





New Shoe Department 


FLINT, MicH.—A new shoe depart- 
ment, carrying a complete line of 
men’s, women’s and children’s popular- 
priced shoes, was opened at Seitner’s 
department store. The new depart- 
ment, which occupies a separate room 
in the basement and has seats for 36 
customers, is in charge of Donald Leon- 
hardt, who has managed shoe depart- 
ments in Michigan and Ohio for eight 
years. 





Changes Store Name 


WaTeRBURY, CONN.—Clyde’s Shoe 
Store, Inc., has changed its name to 
Loyde’s Shoe Store, Inc., but will con- 
tinue under the same management. 
Joseph Janowitz and Isadore Solo are 
president and treasurer respectively of 
the corporation. 





Izen Opens New Store 


LAGRANGE, ILL. — Ben Izen has 
opened a beautiful shoe store in this 
city in which fine shoes for women and 
children are featured. Louis J. Gold- 
berg is buyer and designer of women’s 
shoes. The opening was better than 
expected, which justifies Mr. Izen’s 
belief in the ultimate success of this 
quality shoe store. 





Move to New Location 


CLEVELAND, OHI0O—The Marshalaise 
Shoes store has been moved to 1719 
Euclid Avenue. The partnership of 
H. E. Sokol and A. J. Thomas con- 
tinues to operate the business which 
was started two years ago. They han- 
dle women’s shoes exclusively, and 
specialize in expert fitting service. Mr. 
Thomas formerly worked with his 
father in the well known Thomas Boot 
Shop of Vandergrift, Pa. 





New Stores 


CoMPTON, CAL. — Reese V. Kerr, 
Shoes, is the name of a new family shoe 
store established by Reese V. Kerr, for 
many years with the Quality Shoe Store 
at Long Beach. Popular prices are fea- 
tured. Fourteen chairs are in use. 
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Leases Shoe Dept. 


WORCESTER, Mass.—The:shoe depart- 
ment of the John C. MacInnes Co., de- 
partment store, has been leased to the 
H. Scheft & Co., operator of several 
leased departments in New England. 
The shoe business of the department 
was recently reorganized. The store 
had but one department whereas it now 
has a women’s and a children’s depart- 
ment on the street floor and a base- 
ment department. 

Harry Richards is manager of the 
MacInnes shoe departments. He is well 
known to the shoe trade throughout the 
country and has many friends on the 
Pacific Coast where he was for some 
time. 


Ward Store in Louisville 


LOUISVILLE, Ky.—Montgomery Ward 
& Co., after negotiations opened more 
than a year ago, have completed a con- 
tract for leasing the property formerly 
occupied by the John C. Lewis Co., de- 
partment store, the lease being for 
twenty years, on a percentage basis, 
with option for an additional twenty 
years. A new front and remodeling op- 
erations costing around $50,000 will be 
completed this Summer, with plans for 
opening the store around Sept. 1. 





HEEL NUMEROLOGY 


"10 & I" are the numerology of heels as 
Edric Taylor, of Lynn, explains them—"Il0 & 
| make 11, as everybody knows, and there 


are || heights for heels on the new style list, 
and they range from 11/8 to 22/8 high—a 
11/8 heel has II lifts of leather each '/g inch 
high, and a 22/8 heel has 2 x I! lifts—the 
same height if the heels are of wood." So 
much for numerology. And maybe that's the 
first instance of the luck of numbers figuring 
on the fashion chart. 





New Florsheim Store 


Newark, N. J.—The Florsheim Shoe 
Stores Company has leased at 831 
Broad Street, a large store and base- 
ment. 

The Florsheim Company will remodel 
the premises completely. A new front 
will be built, and the interior given a 
club-like atmosphere. 





Hansen's Bootery Moves 


WEsT SEATTLE, WASH.—For the past 
two years located at the Junction, Han- 
sen’s Bootery moved to larger and finer 
headquarters at 4508 California Ave- 
nue. This west side shoe shop, stock- 
ing attractive lines of footwear, caters 
to the entire family. 





Starts Family Shoe Store 


Norwoop, OH10—Samuel Shuller an- 
nounces the opening of a new family 
shoe store. Especial attention will be 
given to the children’s shoe section. 
Saul Shuller will be assistant manager. 
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PUSHING SANDALS 


Miami, Fla.—Burdine's continues to push 
sandals in both Budget Shop and Better 
models. Sun-Eez is an inexpensive sandal with 
intriguing names for “sunny hours and moon- 
light." In the better grade white pique and 
banjo mesh are being featured. These may 
be dyed in all pastel shades. 














White pique and 
banjo mesh Sandals 


to dye in sky pastels 











85° 


Keep your feet on the ground in these 
glorious sky pastels. It’s the newest foot- 
note of summer, and we've beautiful, cool 








Releases New Fall Line 
St. Louis, Mo.—United Shoe Manu- 


‘facturing Company, men’s specialty di- 


vision of the ‘Brown Shoe Company, 
held their Fall style conference last 
week at Hotel Lennox. The complete 
new line is now in the hands of their 
various representatives. 

Among the outstanding features of 
this new line are numerous models in 
various price ranges that reflect the 
anticipated demand for seal grains and 
burgundy red calf. 

The representatives who attended 
this conference and their territories 
are: K. L. Barton, Missouri, Kansas 
and Oklahoma; J. R. Green, Virginia, 
South Carolina, North Carolina, Ten- 
nessee; J. M. King, Texas, Louisiana, 
Arkansas; A. R. Martin, New York, 
Ohio; H. W. Morris, Minnesota, Iowa, 
Nebraska and Mountain States; G. A. 
Price, Illinois, Michigan, Indiana; H. 
0. Peyton, Pacific Coast; M. Rosen, 
Mississippi, Alabama, and South East; 
and H. W. Schueler, Pennsylvania, 
West Virginia and Ohio. 


Saletime Advertising 


SALE SUGGESTIONS for COPY 
WRITERS by R. E. Andruss is a 
timely and advertising new book for 
every merchant and advertising man 
who wants to put more selling punch in 
sale ads. It combines 346 sale names, 
208 sale sentences, 112 sale phrases, 
93 sale adjectives and 10 sale layouts. 
With such a help at hand the job of 
getting pep, punch and pull into sale 
advertising is made easy. 


Has Successful Sale 


MIAMI, FLA.—Approximately 5000 
pairs of women’s shoes were disposed of 
in a two-weeks selling event which has 
just closed, by Boyd’s Shoe Store. Oscar 
Humphries, manager, declared this to 
be the most successful of any event ever 
attempted. All types of shoes in 16 
varieties of leather and six different 
heel heights were offered at two prices. 
A crew of extra salesmen made it pos- 
sible to give quick service. This special 
selling is a once-a-year event and af- 
fords opportunity to clean up the stock 
and through offering good merchandise 
at greatly reduced prices, win custom- 
ers to the store. 


PASTE THIS UP!! 
DID YOU KNOW ... 


THAT every new pair of shoes should be 
polished the first day they are worn? Here's 
why: Most shoes stay on the dealer's shelves 
quite a while before they are sold. In that 
time, most cf the preserving oils in the 
leather dry out, and unless these oils are 
renewed by a good polish, the leather will 
crack and look old after the shoes have been 
worn only a short time. 

* * * 


THAT tan-colored shoes should always be 
shined when brand new—even before they 
are worn? The reason is that light-colored 
leather spots easily. Water, mud, grass can 
all discolor brown shoes quickly. But a qood 
shine prevents this by forming a protective 
film over the leather which keeps spots away. 

* * & 


THAT patent leather shoes wear much 
longer if they are frequently polished? The 
shoe polish keeps the leather soft and pliable. 
It is less apt to crack or scuff when it is kept 
in condition by a good polish. 

* * & 


THAT bad weather is the worst enemy of 
shoes? Mud and water wear out leather 
faster than anything else. The way to guard 
against this is to polish your shoes often and 
keep them well shined, especially during the 
bad days. This helps to water-proof them, 
and prevents the mud from causing so much 
damage. And it's a good idea to treat your 
rubbers to a shine occasionally for the same 
reason—and also to keep them looking well. 


* * * 


THAT scuffs and scrapes on shoes can often 
be covered up and hidden with shoe polish? 
Apply the polish heavily to the scuffed spot— 
let it dry for a few minutes—then polish briskly. 
Often the polish will hide the spot completely, 
restoring the finish of the leather so you can 
hardly see where the scuff was! 





SU’TYLISH SHOES 
FOR GROWING GIRLS 





Smart $4.00 Retailers, 
with a profitable mark-up 


Write for illustrated folder of complete line 


The Class Mate 
No. 2058 
White Buck blu ox- 
ford, leather sole and 
heel. Same as 2058-X 
without Kiltie tongue. 


IN STOCK 
Sizes 
AAA 4 to 9 
AA 4 to 9 
A4to9 
B 3 to 9 


The Class Mate 
No. 2058-X 


Same as 2058 with separate Kiltie 
tongue to be attached by customer. 





THE 


EXCELSIOR 


SHOE COMPANY 


Portsmouth, Ohio Y 








Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





MRS. ory IDEAL BABY 
Locust St. Danvers, Mass. 














Shoe Trees 
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QUICK PROFIT ITEM - 50) 


SIMPLEX SHOE TREES yA) 
vy FOR MEN 





SELF ADJUSTING 






"ser Removes now 
pp A aA Simplex 
LES PLAN SHOE TREE | CO. 





Dancing Shoes and Taps 
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TAP SLIPPERS 
with Taps 
One strap 1. 
Black Kid ¢ Ribbon tle 
1.65 
One 1.70 
ibbon 
1.7 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 











Philadelphia 











WASHINGTON, D. C., May—Opposi- 
tion to the “price-fixing” provisions of 
the code of fair competition for the 
hosiery industry was voiced during pub- 
lic hearings May 14 before the National 
Recovery Administration by President 
Ward Melville, National Council of 
Shoe Retailers, Inc., New York, N. Y. 

The Council’s position was made clear 
in a memorandum submitted at the 
hearing. 

The proposed amendment objected to 
by the Council was as follows: 

“When the Code Authority determines 
that an emergency exists in this indus- 
try and that the cause thereof is de- 
structive price-cutting such as to render 
ineffective or serious endanger the 
maintenance of the provisions of this 
code, the Code Authority may cause to 
be determined the lowest reasonable 
cost of the products of this industry, 
such determination to be subject to such 
notice and hearing as the Administrator 
may require...” 

Pointing out that the National Coun- 
cil of Shoe Retailers, Inc., handle a 
large volume of hosiery in connection 
with the shoe business, the Council’s 
memorandum asserted that “from the 
point of view of the consumer, the pro- 
posed amendment is harmful, since it 
would result inevitably in an increase of 
retail prices which, in turn, would un- 
doubtedly mean a reduction in the total 
number of pairs available to the aver- 
age individual consumer on the basis of 
present available income. 

“From the point of view of the in- 
dustry,” .it was said, “the proposed 
emendment is unnecessary, since the 
present provisions of the Code supply 
adequate means for combatting and 
liminating destructive price competition 
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Council Protests Hosiery Price Fixing 
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based on the selling of merchandise 
below cost. 

“It is submitted that the determina- 
tion of a ‘lowest reasonable cost,’ as 
proposed in the amendment, will at the 
very best be unfair to certain producers 
and overly fair to others—that is, if 
it is established strictly as an ‘average 
cost’. And if it is set up considerably 
above the average, even high enough 
to cover, or more than cover, the cost 
of the inefficient producer in the indus- 
try, then it is grossly unfair to con- 
sumers—not only immediately, in the 
form of increased prices, but also con- 
tinually, through encouraging laxness 
on the part of both producers and dis- 
tributors in supplying the consuming 
public with merchandise at the lowest 
possible prices and through discourag- 
ing individual effort toward reduction of 
costs. 

“It is submitted further that under a 
provision allowing for determination 
of ‘lowest reasonable cost’ the figure is, 
inevitably, set very considerably above 
the ‘average cost’ for the industry. For 
the hosiery industry itself, this is very 
well illustrated, in advance of your hear- 
ing, by the proposal to establish a 
base price of $5.75 on four-and-seven 
thread 42 gage women’s full-fashioned 
hosiery. 

“While this base price was not pro- 
posed as a minimum below which no 
manufacturer should sell, the wording of 
the announcement of the Code Author- 
ity made it apparent that the price 
was indeed considered as lowest reason- 
able* cost, namely, ‘any manufacturer 
selling below $5.75 per dozen will be 
presumed to be selling below cost unless 
definite proof to the contrary can be 
shown.” 





Obituary 


Jack A. Bittel 


DENVER, CoLo.—Word has been re- 
ceived here of the death in Salida, 
Colo., of Jack A. Bittel, for nearly 20 
years traveling representative of the 
J. P. Smith Shoe Co. in Colorado, Wy- 
oming and Kansas. 

His death followed an illness of 
about two months. Until that time he 
had been active. Bittel had been a 
resident of Denver until a few years 
ago, when he moved his home to Sa- 
lida. He was buried here.. He had a 
host of friends throughout the moun- 
tain territory. 


A. C. Helmholz 


MILWAUKEE, Wis.—A. C. Helmholz, 
until 1927 treasurer of the Pfister- 
Vogel Leather Company, died recently 
in California... His body was returned 
to Milwaukee for burial. Mr. Helm- 
holz was treasurer of the company for 
82 years. He was’a native of Ger- 
many, coming here as a boy and locat- 





Bridal Shoe Window 


DENVER, CoLo.—Shoes, hosiery and 
bags for the June Bride are being 
featured by the Fontius Shoe Co. here 
in a novel window display featuring 
a natural color cutout of a bride as a 
background. Whites predominate in 
the bridal accessories ensemble. The 
featured shoes are of a number of dif- 
ferent patterns in satins and kids. 
Several choices of hosiery in different 
light shades are offered. The bags are 
all of white. 








ing in Waukegan, IIl., later moving to 
Chicago and becoming a member of the 
Board of Trade. 





Michael Keating 


MERIDEN, CONN.—Michael Keating, 
85, former shoe merchant here, died 
after a brief illness. For about 10 


-years he operated a shoe store at Main 


and Colony Streets under the firm name 
of Keating & Hurley, but gave up the 
business to enter another field many 


years ago. 
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QUESTION—I am a reader of your 
Fitting Rule Department. In refer- 
ence to your offer to answer ques- 
tions, I would like to ask a few. 


1. Are there any earmarks or mark- 
ings by which one can distinguish 
which factory made the shoe? 


2. Could you give me any informa- 
tion on how to tell different leathers 
and their grade? 


J. I. K., Chicago. 
ANSWER—1. There is but one def- 


inite method of tracing a manufactur- 
er’s name in other than a branded 
shoe; that is through the Union stamp, 
by writing to the Boot and Shoe Work- 
ers’ Union headquarters, 246 Summer 
Street, Boston, Mass., stating the nu- 
ber of the local which appears upon 
the union stamp. 

There are some well-known makes 
of shoes that an experienced shoe re- 
tailer can distinguish through certain 
special design and finishes which are 
rather difficult to describe. 

Other than that, it is a rather hard 
question to answer since there are 
some 1275 shoe manufacturers in the 
United States, each and everyone of 
whom has his own method of marking. 

2. The study of leather covers such 
a wide field that it requires years of 
study to really begin to master that 
subject. 

The average shoeman may recognize 
the quality of leather by feeling the 
texture and grain of the skin as well 
as by its general appearance, weight 
and finish. This knowledge, however, 
must be acquired by experience; it 
cannot be taught. 

To acquire thorough technical 
knowledge it is advisable to get in 
touch with well-known tanners who 
advertise in the Boot AND SHOE ReE- 
corpER. These tanners will gladly fur- 
nish literature that will prove to be 
of unusual value to the student seek- 
ing leather knowledge. 





Many questions relative to the science of 
expert shoe fitting come to the Recorder. 
A few recently received are given, together 
with the reply suggested by an able retail 
shoeman. 


The Recorder welcomes such questions, 
and will endeavor to furnish logical and 
satisfactory answers, so far as possible. 


We invite criticism of our solutions. We 
do not pretend to infallibility although we 
attempt to bring to the solution of each 
problem the experience of eighteen fairly 
successful years in the shoe business. Dis- 
cussion, criticism and suggestions will help 
as much as questions to make The Fitting 
Rule, the Open Form of the Fitting Stool. 





The Shoe and Leather Lexicon, pub- 
lished by the Boot and Shoe Recorder 
Publishing Co., contains as much 
practical information as is humanly 
possible to obtain on this subject 
through any other single source of 
information. 
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A Foot Rolls Inward: 
QUESTION 1—Should a Dutchman 
be placed on the ball or the outer 
edge? 


2. Should both the heel and the sole 
be raised? 


3. Is it better to make the correc- 
tion on the inside of the shoe, rather 
than using the Dutchman? 


R. L. B., Quincy. 


Questions such as these cannot be 
answered with a mere “Yes” or “No.” 
So much depends on the condition of 
the foot, and the direct cause. 


ANSWER—1. If the foot rolls in- 
ward because of a congenital condi- 
tion, that is, because it is a natural 
flat foot, and there is no pain, abso- 


lutely nothing should be done to “cor- 
rect” that condition. It’s a natural 
condition. 

We do, however, suggest that the 
heels be watched, and not permitted to 
run over to an exaggerated degree, as 
failure to keep the heels fairly level 
will cause undue strain. 

2. In case of mild condition of pain, 
due to sagging of the first metatarsal, 
a Dutchman (or wedge) % in. to 
3/16 in. on the inside at the ball, and 
¥g in. on the heel, also on the inside, 
is recommended. In case of severe 
pain, nothing should be done to the 
shoe for foot correction, as it can 
best be doné with an appliance. and 
this can be accomplished through a 
competent podiatrist. 

Whether one insists on making the 
correction through giving the medi- 
cine to the shoe (which is wrong) or 
in having the foot treated by a compe- 
tent foot doctor (which is proper), 
in neither case do we recommend a 
Dutchman (or wedge) on the outside 
border of the shoe. The only time 
wedges on the outside are recom- 
mended are in the case of “Club 
Foot,” and even then such treatment 
is best handled by a physician. 

3. In every instance of “Foot Cor- - 
rection” we believe that it is the foot, 
not the shoe, that needs the medicine 
and the adjustment should be made 
within the shoe. In many cases, this 
means larger shoes, to take care of the 
extras that go into the shoe (besides 
the feet). This should be intelli- 
gently explained to the customer, who 
should be given to understand that 
after all it is the only pair of feet she 
has and must carry her to the end. 

We feel sure that they will realize 
the importance of sacrificing some- 
thing of less importance, such as the. 
movies for a month, in order to not 
alone relieve their feet, but relieve 
the mind and body ache as well. 


J. L. H. 








Riding Boots 
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\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 











Riding, Conboy and and Lece Boots y) ’ 
H. J. 1 JUSTIN & SONS ONS, Ine. 



























LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL Co. 
1239 Broadway 
New York City 














White Buck Sales Talk 


CHICAGO, ILL.—AIl white buckskins 
for men are being pushed by Chicago 
retailers right now. There is plenty 
of good sales talk that can help to put 
these shoes over. Genuine buckskin, 
soft, supple, really luxurious; the most 
wanted of all sports shoes, smart and 
comfortable, that will do service all 
Summer long; shoes that are a treat 
for the eye and a comfort for the foot 
—all this is fetching appeal to the man 
who wants comfort plus style. It’s 
working, too, retailers say, for all- 
whites are already going over big. 








Whats 
Selling 


Pink Summer 


New York, N. Y.—Fifth Avenue is 
“going pink” judging from the number 
of windows which are displaying the 
all pink costume. Best & Co. contributes 
the following bit of copy on a window 
card: 

“It’s Coming !—The Vogue of Pink— 

All signs point to a pink Summer and 
Best’s welcomes the return to favor 
of this delectable tint. It makes every- 
one look pretty. It’s equally becoming 
to blondes or brunnettes. Grand with 
a suntan or a peaches and cream com- 
plexion.” 

Several shoe stores in Fifth Avenue 
reported that pink was the most popular 
of the pastel colors, with baby blue 
running next in favor. 





White Kids 


Los ANGELES, CAL.—All-over white 
kids, all-over perforated, one-eyelet 


. ties, are far and above the leader in 


women’s shoes at the Hanan Shoe 
Store, according to J. J. Cheevers, 
manager. Second in appeal with the 
Hanan clientele is the four-eyelet tie, 
same material and same general make- 
up. 


"Dancing Sheep" 

PeaBopy, Mass.—Tanners here are 
making a new stock that they call 
“Dancing Sheep” because it’s intended 
especially for dancing slippers and 
sandals. It’s a suede finish stock, soft 
and velvety, and it’s made in white and 
pastel hues. It’s used for linings, 
quarters and heel covers, and even for 
straps, and touched up with gold, silver 
or other trim this new sheep will soon 
appear on the ballroom figor, and that’s 
something new for popular price sheep 
skin stock. 





Imitation Stitches 


LYNN, Mass.—The finest perforating 
dies yet are those newly used for per- 
forating imitation stitched lines in 
uppers, the tubes being so small as to 
make holes in leather no larger than 
those made by stitching needles, and 
each of these tubes are hollow. 





Modified Ghillie Leads 


SANTA Monica, CaL.—A _ modified 
Ghillie of plain white crushed pigskin, 
heavily perforated, with a covered heel 
and long braided laces is leading all 
other numbers in Henshley’s departme&t 
store, according to J. C. Tate, buyer and 
manager. 

Eighty-five per cent of all shoes sold 
in the department during the last month 
have been plain white, combinations and 
two-tones failing to register with the 
Henshley customers. 
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Chicago Highlights 

CuicaGo, ILu.—F. E. Foster and Co. 
have given over a whole window to a 
display of Cent-O-Prog shoes that made 
such a hit with their customers last 
summer. It is expected that they will 
repeat their success this year as soon 
as the Fair gets under way. 

“New Fashion Tricks” is the way the 
Charles A. Stevens and Co. call atten- 
tion to some little shoe gadgets. White 
leather bows are shown on dark fabric 
shoes to dress them up. White gros- 
grain bows on white kids and white 
grosgrain ribbon instead of laces are 
part of the “fashion tricks.” A toeless 
sandal is laced up with narrow ribbon 
and the ankle strap is tied with a match- 
ing wide one. 

“Cork” and “string” shades are being 
featured as favorite shades in the hos- 
iery department at Marshall Field and 
Co.’s. Attention is called to the cork 
shade by the use of large bottle corks to 
spell out the word. 

Block initials for handbags with very 
heavy shadings are being shown ai 
Carson, Pirie, Scott and Co.’s. These 
are in white combined with colors and 
also in solid bright colors to be used 
on white bags. 

Mandel Brothers have given over a 
State Street window to a display of 
white and white and brown combina- 
tion shoes. The display is set up with 
huge glass fish-bowls in which are some 
gay flowers. A glass and chromium 
poster tells the needed story. 





Hand Bags on Easels 


CuicaGo, ILL.—An interesting little 
easel set up with a variety of new 
initials to be used on hand-bags is an 
eye-catcher in the women’s window at 
Walk Over’s State Street store. This 
occupies a conspicuous place among a 
group of featured hand-bags and calls 
quick attention to the fact that bags 
are sold at this store. 





"Green Light" Shoes 


Boston, Mass.—Using traffic lights 
for a trade mark on shoes is among 
the ideas in Filene’s stores. On the 
bottoms of the soles is stamped a pic- 
ture of the familiar traffic light, and 
the trade name “Green Light,” and its 
explanation—“Always On The Go.” 
The shoes are for street wear. 





VIVID VOGUE SHOES 
Chicago, IIl—O'Connor and Goldberg have 


taken advantage in this advertisement of the 
general publicity given to white shoes to 
feature "parrot colors" in a large way. Those 
who have bought white shoes are reminded 
that other interesting styles keep coming 
along. The copy suggests that this summe: 
is going to be a "Vivid Vogue." The contrast 
between white and the bright colors in shoes 
is matched up along with smart publicity 
which contrasts its own special advertisement 
along with the "white news" that fills most o/ 
the pages in the dailies right now. 
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Whats New 


Reversible Protector 


SYRACUSE, N. Y.—The Onondaga Hide 
& Leather Co., of Syracuse, manufac- 
turers of Walk-Eze stocking protectors, 
are marketing a new reversible stock- 
ing protector. 

This product is of the same design 
as the original champagne color pro- 
tector, but is made of a special Kemi- 
Suede two-tone material, enabling the 
wearer to reverse the protector at will 
according to the shade of hosiery being 
worn. 

One side is a Maltese shade and the 
other a, Nutmeg shade. These shades 
were selected only after considerable 
research work among hosiery buyers 
in order to be sure that they would 
harmonize with the popular shades of 
stockings being worn. The idea was 
developed: by Frank Sheridan, who is 
well known in the findings trade 
throughout the country. 





Bootjack Mes 


LYNN, Mass.—The Compo Shoe Ma- 
chinery Corp. has acquired the Eli 
Brothers’ patents on a last pulling ma- 
chine, the machine being like unto an 
inverted bootjack mounted on a post. 
The shoemaker puts the shoe with the 
last in it on the spindle of the machine, 
and the jaws of the machine close on 
the counter of the shoe and hauls the 
shoe right off the last, like the auto- 
matic bootjack hauled off grandfather’s 
boots in days of yore. 





Basket Weave at Bakers 


PASADENA, CAL. — Basket weave 
five-eyelet oxfords for women selling at 
$4.95 have proved popular as sports 
shoes in the C. H. Baker Company 
Pasadena store. The entire toe and 
vamp are made of strips of white kid 
woven basket weave style and the sad- 
dle are of crushed leather is brown, 
black, or white, with the white leading. 
When the saddles are colored the ox- 
fords also carry a colored foxing at the 
back. 


Leather Is Wet 


PEABODY, Mass.—Upper leather has 
moisture in it, perhaps as much as ten 
per cent, the exact amount depending 
upon the kind it may be. The moisture 
is needed to keep the leather “live” and 
supple. So shoes should not be kept 
in too dry places in the store, nor in 
too wet places either. That’s where 
the idea of air conditioning comes in, 
as a means to keep the stock in condi- 
tion. One can get the idea of it by 
picking up a dry twig and breaking it, 
and then trying the same experiment 
with a live twig, laden with moisture, 
from a tree. 
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Winter-Weight Insoles 


Boston, Mass.—A new idea in the 
shoe trade here is that of using Winter- 
weight insoles in the new lines of shoes 
for Fall and Winter. It’s something of 
a reverse of the idea of light-weight 
insoles for Summer-weight shoes. The 
leather is tanned to resist cold, and is 
curried so that it will keep flexible 
when sidewalks are cold, and not stiffen 
up with the cold like an automobile 
engine. Furthermore the leather is of 
the sort that absorbs perspiration of 
the feet, and feet usually sweat when 
overshoes are on. 


Hot Weather Shoes 


DALLAS, TEX.—LaMode’s featured a 
“Leisure Slippers” window during one 
of the first weeks of hot weather when 
women are particularly conscious of 
hot, tired feet. The display included 
mules in satin and kid, high heels and 
low heels, plain and dress slippers and 
stressed the fact that they were avail- 
able in “a range of prices that are 
budget conscious.” 


Linens Good 


DENVER, CoLo.—‘“Linen shoes in 
colors are proving big sellers for us,” 
reports Clyde Norton, buyer for the 
women’s shoe department at Neusteter’s. 
“Brown and blue have been particularly 
good. We’re very pleased with the sea- 
son as a whole. Business has been very 
good and we look for it to continue so.” 











Shoe Studs 


Boston, Mass.—Makers of novelty 
shoes are putting studs into shoes, may 
be a couple of studs on the straps, or 
three studs along the lace rows, or other 
studs elsewhere on the uppers. These 
studs have small round heads, some- 
thing like a collar button stud, and they 
come in blacks and colors. They’re set 
into the shoe to stay, and _ there’s 
nothing in the idea that might be used 
for a fastening like a collar button stud. 
Purely ornamental is their purpose. 





Changes Advertising Pace 


SALT LAKE City, UTAH—A. T. 
Thorup, manager of the Campus Boot 
Shop, states, “We believe advertising 
for shoes is most effective when it is 
often changed. We alternate between 
newspaper and radio spot announce- 
ments, using either until results de- 
crease showing us that the public is 
losing interest in it—then we change.” 

“Getting a one minute spot between 
two popular musical programs has also 
proved more effective than an ordinary 
five minute program which too often 
bores instead of interesting the listener. 
Spot announcements on women’s and 
children’s shoes are usually given in 
the morning while spots directed at 
men are given in late afternoons and 
in all we ‘tap’ the fact that we sell 
shoes for all the family.” 
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Women's Shoes 
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LATTICE 
SANDALS 


CAA, G 
LG 
R 1044 White Kid Louis Heel................... $2.35 
CL). ok RO Ore eee 2.00 
R 1043 Same—Cuban Heel ...................05 2.35 


AA to C in Stock 
Send for In Stock Bulletin 
Terms 2% 10 days. Net 30 
HANNAHSONS SHOE COMPANY 
HAVERHILL, MASS. 








Pompoms 
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Quality POMPOMS 
for SLIPPERS 


also various kinds for any 
ornamentation 
Skilled makers . E: stablished 1918 








THE POMPOM SHOP @ 
337 RIVER ST. HAVERHILL. MASS. 
fo SS 








McNamara Administration 
Member 


New YorkK.— Raymond V. McNa- 
mara, formerly of Gorevitz-McNamara 
Shoe Co., Haverhill, Mass., has suc- 
ceeded Dr. Stanley King, president of 
Amherst University, as the administra- 
tion member of the Boot and Shoe Code 
Authority. Mr. McNamara heretofore 
has held a place on the authority as a 
shoe manufacturer. 

At a recent meeting of the Code Au- 
thority, held at Hotel Commodore, the 
members welcomed Col. ‘Harry S. Berry, 
who succeeds Col. Roscoe Conkling as 
deputy administrator. Colonel Conk- 
ling was present as a visitor at the 
meeting. 
































































About People 
Miss Berté Arkin Sails 


New York, N. Y.—Sailing on the S.S. 
Manhattan, May 23, Miss Berté Arkin 
brought a collection of Fall fashions in 
footwear to London. A number of con- 
ferences have been arranged for the 
discussion of international movements 
of fashion. Her models are in the shape 
of actual pull-overs. While abroad she 
will make a study of style in Paris, 
Vienna and European watering resorts. 

Miss Berté Arkin conducts her style 
and design business under the name of 
Berté Shoe Styles. This designing ser- 
vice, with headquarters at 18 E. 53rd 
Street, New York City, furnishes 
fashions in the shape of pull-overs to 
shoe manufacturers, leather houses and 
shoe merchants. She has had ten years’ 





MISS BERTE ARKIN 


experience in practical designing, hav- 
ing learned the first principles with the 
Dunbar Pattern Company. She became 
an independent designer in 1928, fol- 
lowing a trip she had made to Paris 
and the style centers of Europe. In 
1932, when the change was made from 
furnishing sketches to the use of actual 
pull-overs made up from materials, the 
business made a great step forward 
because of the visual effect of the com- 
pleted model. For a time the custom 
shop of Eduard’s was used to make 
these pull-overs. 

She expects to return in time for the 
mid-season market. 


"Shoe Counsellor" 


Detroit, Mico. — Lee E. Allen, for 
twelve years a partner in the May-Trot 
Shoe Store, has opened a new salon un- 
der the title of the “Shoe Counsellor,” 
on the second floor of the Stephenson 
Building, in the heart of Detroit’s up- 
town shopping center. Allen is special- 
izing in corrective fittings, which, he 
says, have been his ideal of the shoe 
field for a score of years. 





Retailer Celebrates 95th Birthday 


’ Quincy, ILL.—Nicholas Heintz, one 
of the oldest residents of Quincy, who 
is celebrating his ninety-fifth birthday 
in his home on North Eighth Street 
Friday, is not only one of the oldest 
residents of Quincy, but is Quincy’s 
oldest merchant. He is still active and 
mentally alert and will have the dis- 
tinction of celebrating his natal day 
with his bride of seventy-one years ago. 
Eight of their children are living and 
prospering. 

Mr. Heintz began work with a shoe- 
maker and for the first year was only 
given his food and a room.. The next 
year he earned a dollar a week in addi- 
tion to board, working long, hard hours 
for this pittance. He went to St. Paul 
and lived there five years. He came 
to Quincy seventy-four years ago and 
three years later married Wilhelmina 
Einhaus. For two years he worked 
for William Kettlers, making shoes, 
and then became a clerk in the C. 
Brown, Jr., shoe store. Later he won 
a partnership in the business. 

Fifty-three years ago he started his 
own retail shoe store in the storeroom 
on Maine Street, where the N. Heintz 
company is located. The years that 
followed were years of profit, of work 
and of planning. In time Mr. Heintz 
became one of the most successful mer- 
chants of Quincy and his real estate 
holdings grew. His sons now carry on 
the business he found. Until a few 
years ago he never missed spending a 
day in the store. In the many com- 
munity projects that have built up 
Quincy Mr. Heintz has had a helping 
hand. 





Changes at Bullock's 


Los ANGELES, CALIF.—Among inno- 
vations in the shoe departments at 
Bullock’s, large Los Angeles depart- 
ment store, are a new basement shoe 
shop for men specializing on popular 
price merchandise, managed by W. A. 
Buchanan, an employee of the store for 
many years, and a “Varsiti” shop for 
men featuring shoes of a sports type 
in medium prices: Both are located in 
the new eight-story men’s store re- 
cently erected. 





Has New Shoe Manager 


OMAHA, NEB.—The Nebraska Cloth- 
ing Co. has installed M. W. Stephens 
as manager of the shoe department. 
This store carries ladies’, men’s and 
children’s shoes all in the one depart- 
ment. Mr. Stephens comes to Omaha 
from the Standard, Minneapolis. 





Salzman Publicity Director 


New York, N. Y.—Hal A. Salzman, 
counsel on public relations, has been 
retained as publicity director for An- 
sonia De Luxe Shops, Inc., it was an- 
nounced by A. Unger, president of this 
concern. Ansonia operates a chain of 
shoe stores in New York City. 
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Appointed Manager 

ENSLEY, ALA. — E. G. Barker has 
been appointed manager of the shoe de- 
partment of Goldstein and Cohen, de- 
partment store. 





Zachary in Nashville 


NASHVILLE, TENN.—Joseph Frank & 
Son announce the appointment of W. 
W. Zachary as manager of the Nettle- 
ton Shoe department. 





Issuing Free Credit Letters 


New YorK, N. Y.—It may be inter- 
esting to those who have occasion to use 
hotels in the United States or Canada 
to know that the National Hotel Asso- 
ciation is now offering the use of a 
Travelers Hotel Credit Letter for three 
months without charge. 

This offer is part of a nation-wide 
drive to increase the use of these Credit 
Letters by giving travelers a first hand 
opportunity to discover, without any 
cost or obligation whatsoever, the many 
features of economy, safety and con- 
venience they involve for the business 
man who wants to use his traveling 
time to the greatest possible advantage. 

Travelers Hotel Credit Letters have 
been issued for the past forty years and 
are today in use by many thousands of 
representative firms, business executives 
and professional persons. The holder 
of one of these Credit Letters can get 
whatever traveling expenses he needs 
in hotels throughout this country and 
Canada, immediately and without ques- 
tion, because the National Hotel Asso- 
ciation guarantees payment of the 
draft or check cashed by the traveler. 





"He-Man" Shoes Lead 


Los ANGELES, CAL—A masculine 
type of golf shoe, classified by H. D. 
French, manager, as a “he man” shoe, 
white buck trimmed in brown calf with 
wide extended sole, priced fifteen dol- 
lars, was still leading in the French 
Shriner and Urner store, the all white 
by a wide margin. “That expression 
‘he man’ closes many a sale,” says Mr. 
French, “and then it has proved good 
policy to sell combination white and 
brown early in the season and nine 
times out of ten you can sell all whites 
to the same customers later. Sell all 
whites the first time and you may miss 
the second sale.” 





Peers Quits at Pasadena 


PasaDENA, CaL.—E. C. Peers who 
has headed the Peers Shoe Co. which in 
partnership with J. T. Mehle he estab- 
lished at 255 E. Colorado Street five 
years ago, has been forced to retire 
from business because of ill health, the 
partner purchasing his interests and 
changing the name to The Page Shoe 
Co. Plans have been made for greatly 
increasing the stock for the Fall trade. 
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On the selling end 


News of the Travelers and Sales Activities 


Jim Smith With Fisher 


James P. (Jim) Smith, who served 
as president in the reorganization of 
the new Beacon Shoe Co., successors to 
F. M. Hoyt Shoe Corp., of Manchester, 
N. H., has associated himself with 
Arthur Fisher, of Arthur Fisher Shoe 
Company, men’s shoe manufacturers of 
North Easton, Mass. This business 
will soon move to Randolph, Mass. 





Branch Jobbing House 


DETROIT, MicH. — Sam Friedman, 
who has conducted a jobbing house in 
Cleveland for several years under his 
own name, is opening a new store in 
Detroit under the name of the Freed- 
man Shoe Company, varying the spell- 
ing of his name slightly for his local 
business. He is handling a general line 
of shoes, men’s, women’s, and children’s, 
in popular priced groups. 

J. L. Marx, who was formerly presi- 
dent of B. Marx and Sons, an old whole- 
sale firm in this city, now out of busi- 
ness, is Detroit manager for the Freed- 
man Shoe Co. The entire Michigan ter- 
ritory will be covered. 


Wholesaler Reorganizes 


Boston, Mass.— 
Merchants Shoe 
Co., established in 
1919 by George M. 
Rosen, has been re- 
cently reorganized 
and is now known 
as Merchants- 
Leavitt Shoe Corp. 
Charles Leavitt, 
owner of the Direct 
Shoe Market, re- 
tailers, of Hanover 
Street, Boston, is 
now the treasurer 
of the company. Mr. Leavitt was an 
employee of George M. Rosen, founder 
of Merchants Shoe Co., when Mr. Rosen 
was in the retail shoe business 20 years 
ago. Mr. Rosen will have charge of 
styling and merchandising, and the 
business will continue to be conducted 
as wholesalers of women’s novelty shoes 
in the $3 to $4 retail range. 





GEO. M. ROSEN 





Discusses Travelers Wage 


The Wisconsin Shoe Travelers Asso- 
ciation at its last meeting discussed in 
detail the efforts of the national asso- 
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ciation to get a minimum wage for 
shoe travelers, according to Fred 
Schmidt, former president of the club. 
There are many capable salesmen in 
Wisconsin who are unemployed at pres- 
ent, but who are not able to take a 
line of shoes on a purely commission 
basis. 

Back in the good old days every 
shoe traveler had a salary and ‘ex- 
pense account, plus commission, but 
many complain that the tendency on 
the part of the shoe manufacturers 
the last few years has been to put 
salesmen on commission basis only. 
This works a hardship on salesmen, 
it is said. T. S. Delaney, president of 
the national organization, wrote to 
members of the Wisconsin group last 
week, saying that he was making some 
progress in Washington in his at- 
tempts to get this matter before Gen- 
eral Hugh Johnson. 





Arch Tread Barefoots 


LYNN, Mass.—Melanson Shoe Co. is 
making barefoot sandals with arch 
tread soles for city youngsters. The 
country boy who steps blithely along 
the virgin soil finds that the soft earth 
moulds up under his feet to support 
his arches. But never a city sidewalk 
did likewise yet, nor ever will it do so, 
and so Melanson sandals with arch 
tread soles. 
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WHAT A BOOK 


Boot and Shoe Recorder, 239 W. 39th St., New York 
Here's my Dollar—send me a copy of 


| 
| SALE SUGGESTIONS for COPYWRITERS 
that put MORE SELLING PUNCH in sale ads. 





~The Breakers 


ON THE OCEAN FRONT 
Atiantic Crry, New Jersey 


SITUATED DIRECTLY ON THE BOARDWALK 
and CONVENIENT TO ALL PIERS AND 















( Per day, 0 With Meals 
per person $600 Private Bath 
European $9400 Private 
SAB sae SALE SUGGESTIONS Plan a= Bath 
' NAMES FOR COPYWRITERS HOT AND COLD SEA WATER IN ALL BATHS 
208 SALE Excellent Food French Cuisine Garage 
SENTENCES || Want PUNCH in , 
1 1 9 ene Yau SALE NAME? EMANUEL E. KATZ, Man. Director 
PHRASES Want PULL in 
112 SALE Your SALE COPY? OF VITAL IMPORTANCE TO YOU! 
ADJECTIVES Want PEP in —The ee yr wad Program— 
And Its Influence on Business 
1 0 pe Your SALE LAYOUT? An Peer yo ——— be By faery ge (fits "oer 
Then mail this coupon NOW Eiiient to simpls and straightforward, It telle you what 













request. 





has been done and what remains to be done. 

The market action of commodities and securities since last 
April indicates the great advantage of a clear understanding 
of this subject. A copy of this booklet will be sent free on 


BROOKMIRE, Inc. 


Investment Counselors and Administrative Economists 


551 Fifth Avenue, New York, N. Y. 












Established 1904 











BROOKMIRE, Inc. 
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551 Fifth Avenue, New York, N. Y. 


Send me your booklet, ‘‘The Administration’s Monetary Program.’’ 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


IF 


Your window shoppers were as enthusiastic about 






your shoes as YOU are... 





Man-o-man, what a business you’d have ! ! 






Attractive, well-worded display cards convey YOUR 
enthusiasm, your confidence, your desire to render 






real service. 






RECORDER DISPLAY CARDS DO THAT FOR YOU! 





Samples sent on request 
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Silver board, design in bright 
shades of red, blue & green, 
based on CENTURY OF PROG. 
RESS modern architecture & col- 
oring; text in black. 

Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service, 
Fitting, Quality, Ete. 
Single Cards: 60¢ each 
Without Text: 35¢ each 








June price ticket — 
same coloring as 
above show card. 


9 45 To non-show card sub- 


scribers at prices 
listed below. 














ae Size 144” x 23%” 
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of 


“E”: Lavender « 
and blue on white Pp x y= ane 
. : corn-color board. 

















“FF”: Three shades “I”: Pale green 
ef lavender. design on buff. 










Size 1144” x 2%” 


























Attractive Hand Lettered Price Tickets 


In popular denominations from 25c to $16.50 & blank. 
Other Designs in Stock 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 8 dozen @ $3.00; 30c each extra dozen. 
“J”—Polly Clips for tickets: \% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—-Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 













CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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DO YOU WANT 
SIX TIMES MORE PEOPLE 
TO STOP AT YOUR WINDOW ? 


IF INTERESTED, WE WILL TELL YoU HOW! 


ORE SHOES! 


Select the Service You Wish— 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 


exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 


three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 








Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards .. . 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards . .. 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards . . . 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message.” beginning with June, for card service 
» for one year, consisting of 
holders (with the first month’s service), 

blank tickets each month—OR— 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange, 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAW IFIED ann WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 

























SALESMEN WANTED 


SALESMAN WANTED 





TO LEASE 








SALESMAN wanted to sell live 25 styles in- 
stock dress shoes $5.00 retailers. Good mark- 
up. Commission basis. Territory open Ten- 
nessee and Southern Missouri; North and South 
Dakota; Maryland, Delaware with Washington, 
Baltimore and Philadelphia; Iowa; and Ne- 
braska. A. Friedman & Sons, Inc., 171 Spark 
Street, Brockton, Mass. 





ALESMEN wanted to carry a good line of 

spats as a_ sideline. Address D-748, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





Young man wanted to sell our lines 
of men’s, women’s welts, and novel- 
ties, in the State of Ohio. Apply 
with particulars as to selling rec- 
ord and give references. 


DIAMOND SHOE CO. 
139 Duane St., New York, N. Y. 











IDE line salesmen wanted to sell popular 

price women’s novelty and staple shoes for 
Long Island, Upper New York State, Connec- 
ticut and Eastern Pennsylvania on commis- 
sion. Theodore Kempe Shoe Corp., 200 Church 
Street, New York City. 





ALESMEN wanted for exceptional line of 

shoe findings including new patented items, 
sold to jobbers and retail chains. ll terri- 
tories open. Commission basis. Address D-755, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





MANUFACTURER of strong line $4-$5-$6 
Men’s Goodyear Welts wants to hear from 
salesmen in a position to carry good side line. 
Can use men for New England, Middle At- 
lantic and Southern States. Fall line now 
ready. Give full qualifications, line now car- 
ricd, states covered. Address D-758, care Boot 
. _" —_— 239 West’ 39th Street, New 
or 





‘ACTORY located in Central Illinois wishes 

representatives in the middle western «and 
southern states to sell a very desirable line of 
littleway style arch shoes, twelve to fifteen num- 
bers in stock to retail four dollars. An ex- 
ceedingly good proposition to carry as side line 
on strictly commission basis. The line is new 
in these territories. Applicants please state 


your experience, references and lines now car- 
ried. Address D-759, care Boot & Shoe Re- 
corder, 209 S. State Street, Chicago, Illinois. 





* panion line. 





MANUFACTURER high grade line Women’s 

Welts and Littleways, five to eight dollar 
retailers, can use side line men in New Eng- 
land, Middle Atlantic and Southern States. 
Fall line now ready. Write giving full par- 
ticulars about yourself, line now carried, states 
covered. Address D-757, care Boot & Shoe 
eeneeter 239 West 39th Street, New York, 


T? LEASE—Leading women’s apparel shop, 
located between Grant’s and oolworth’s, 
in lively centre. Will lease 18x50 basement 
for low price shoes. Opportunity for live wire. 
David Sparks, 72 Pleasant St., Malden, Mass. 








SUPT. WANTED 





ANTED—Salesmen on straight cc 





in central and northern New York and 
southeast and south central Pennsylvania to 
carry nationally known line Rubber and Canvas 
Footwear either all time or non-conflicting side 
line, Address D-756, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





WANTED Salesman on straight commission 
basis to carry a very popular line women’s 
active sport and spectator types for old estab- 
lished concern. Over 100 numbers carried in 
stock. Territory open Chicago, Cook County, 
states of Illinois and Wisconsin. State ex- 
perience and references with application. Ad- 
dress D-761, care of Boot and Shoe Recorder, 
140 Federal Street, Boston, Mass. 


LINE WANTED 


FOR North and South Carolina—Strong line 
of women’s novelty and staple shoes, retail 
two dollars up. Experienced, Commission. No 
advances. W. S. Neely, Chester, S. C. 

















LINE WANTED 

Strong representation in Metropolitan New 
York area for men’s, women’s and children’s 
shoes open to live manufacturers of popular 
priced goods. Show room and office at 200 
Church Street; successful sales record in 
this section for past 18 years. References 
exchanged. 


FAERBER-STEIN 
200 Church Street, New York 











Ex XPERIENCED Shoe Dressing salesman. Fif- 
teen years with one of the leading polish 
manufacturers. Acquainted with Canadian ter- 
ritory and all States West of Indiana. Willing 
to locate anywhere. A 1 reference and sales 
record. Address Mr. W. E. Nissen, care Boot 
& Shoe Recorder, 209 South State Street, Chi- 
cago, Illinois. 


SHOE line wanted. Pacific Coast. What have 
you? Well acquainted and know shoes. Sat- 
isfactory references. Now traveling for one of 
the best men’s $5.00 lines and want a com- 
Women’s preferred. Address 

C., Apt. B, 169 So. 10th St, San 
Jose California. 





Middle Western factory is de- 
sirous of securing the services 
of a superintendent skilled in 
the styling and making of 
men’s shoes. Man under 45 
years of age preferred. Also 
desirable to have a small 
amount of capital; but not 
necessary, as business is 
amply financed. Yet we 
would prefer to have a man 
interested enough in our 
business to buy the stock 
now owned by one of our 
older executives about to re- 
tire. 

Address D-760, care of Boot and 


Shoe Recorder, 239 West 39th 
Street, New York City. ; 

















BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 


income in service fees. A new system of 
‘oot co; nm: readily learned by any 
one at home in a few w terms 
for t ; openings everywhere with 
all the you cot athens to. No capi- 
tal © buy no agency 
or soliciting. Te wished 1894. Address 


Stephenson Laboratory, 21 Back Bay. 
Boston, Mass. 














CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 


Minimum charge 
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HOTELS 





w St. Louts tts 
Hotel 


81H & ST.CHARLE 


91H 6 WASHINGTON 


$250 andup 











Leases Griess-Pfleger Tannery 


Boston, Mass.—N. Brezner & Co. 
have taken over on lease the Griess- 
Pfleger tannery of Peabody, Mass., 
which is considered one of the most up- 
to-date and best equipped tanneries. 

N. Brezner & Co. have been receiving 
an exceptionally large volume of busi- 
ness on their popular and extensive 
line of novelty prints, as well as 
smooth calfskins. At this new location, 
the company can produce 35,000 feet 
of leather per day, and will concen- 
trate all their tanning and finishing 
activities at this point. 

It is understood that a large part 
of the tanning and finishing person- 
nel of the Griess-Pfleger plant will be 
combined with the personnel of the 
N. Brezner Co. 

The acquiring of these additional 
facilities by N. Brezner & Co. brings 
to mind the rapid advances made in 
the leather business by Nathan Brez- 
ner, proprietor of the N. Brezner & Co. 
Mr. Brezner started working in the 
leather district in 1908, and in 1912 
commenced business for himself. For 
the last three years his son, Ernest, 
has been associated with him. 

With the new facilities available, the 
company expects to be in a better posi- 
tion to handle the large volume of busi- 
ness they have been obtaining. 


Army Shoe Bidders Must 
Comply With Code 


PHILADELPHIA, Pa.— The Philadel- 
phia Quartermaster’s Depot of the 
United States Army has recently sent 
out requests for bids on 350,000 pairs 
of service shoes. These bids will be 
opened June 15, 1934, at 10:00 a. m., 
Eastern Standard Time, at 21st and 
Johnson Streets, Philadelphia, Pa., 
U. S. Army Quartermaster’s Depot. 
These service shoes are to be made ac- 
cording to Specifications No. 9-6D, 
dated March 3, 1933. No bid will be 
considered unless it includes or is ac- 
companied by the following certificate 
duly executed by the bidder. 


“Certificate” 


It is hereby certified that the under- 
signed is complying with and will con- 
tinue to comply with each approved 
code of fair competition to which he is 
subject, and/or if engaged in any trade 
or industry for which there is no ap- 
proved code of fair competition, then 
as to such trade or industry that he 
has become a party to and is comply- 
ing with and will continue to comply 
with an agreement with the President 
under Section 4 (a) of the National 
Industrial Recovery Act (President’s 
Reemployment Agreement) and that 
all other conditions and requirements 
of Executive Order No. 6646, dated 
March 14, 1934, are being and will be 
complied with. 

Provided, that where supplies are 
purchased that are not mined, pro- 
duced, or manufactured in the United 
States (see sec. 2, title III, of the 
act approved March 38, 1933, Public 
No. 428, 72d Cong.), the special or gen- 
eral code of fair practice shall apply 
to that portion of the contract executed 
within the United States. 


(Firm Name) 
(By: sign in ink) 
(Title) 


New Children's Department 


NEW HAVEN, CONN.—The Gamble- 
Desmond Co., department store, has 
opened a new children’s shoe depart- 
ment in the basement, adjoining the 
section devoted to boys’ clothing. The 
new departure, featuring Buster Brown 
shoes for both boys and girls, is marked 
by striking decorations designed to ap- 
peal to juveniles. The ceiling is hung 
with vari-colored balloons. 


Forms Retail Business 


WEsT HAVEN, CONN.—Kruger’s Shoe 
Store, Inc., has been formed here to 
operate the retail shoe business of 
Abraham Kruger, 100 Campbell Ave- 
nue. Incorporators are Abraham and 
Harry Kruger and Paul R. Kantrowitz, 
and authorized capital is $50,000 with 
$1,000 paid in. 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such a 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 




















Enlarges 
Department 


SANTA MOonIcA, CALIF.—Campbell’s 
Store for Men has completed work of 
remodeling and enlarging the shoe de- 
partment. Floor space has been in- 
creased by 50 per cent. Both the Flor- 
sheim and Freeman sections have been 
enlarged and stock increased, accord- 
ing to Malin Campbell, proprietor. 
The store is one of the oldest and finest 
men’s stores in the city. 

Carpeting in the revamped depart- 
ment is in pea-green broadloom, while 
the furniture is upholstered in green 
leather with chromium-plated frames. 
The wood work is in rich mahogany. 
Boys’ shoes from six years old up are 
now stocked. 

When the shoe department was 
added a few years ago only 150 pairs 
of shoes were stocked, occupying a 
small corner of the store. Today be- 
tween 3000 and 4000 pairs are in stock 
at all times, and the area has been 
enlarged several times. 

Larry Ahlstrom, well-known South- 
ern California shoe man who has been 
with this store for 13 years, has been 
buyer and manager for the shoe de- 
partment for the last five years. 


Prepared Soles 


LYNN, Mass.—The new idea is 
here of fitting and finishing sales, even 
including finishing the edges, before 
putting them onto shoes, and if it 
works it means a saving on shoemak- 
ing costs. It was adapted from the 
wood heel trade that supplies heels 
all finished and ready to be attached to 
shoes. 
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Our Advertisers In This Issue 





Next Week 


EXT week we tell the story of a 
new, nation-wide, co-operative 
campaign to start Fall shoe selling at 
retail August 15. Why drag through 
a profitless Summer and early Autumn 
when shoes can be sold at profitable 
prices through properly planned pro- 
motion? Here's a constructive selling 
plan for every merchant, everywhere. 
Read it in next week's Recorder; then 
plan to do your part in putting it over. 


Bluchers are back—and how! We 
regard this development as one of 
the most important of the season in 
the men's shoe business. In next 
week's issue one of New York's keen- 
est men's shoe buyers will discuss the 
trend in Bluchers for the coming Fall. 
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FIFT ¥ePlP TY 


There are two best selling browns this fall,—the familiar 
Indies, and the new Chestnut shade called Marrona. 


Women like them both, and they'll wear them both. 
Marrona is a little newer, a little gayer, Indies is the color 
that has become accepted for wear with every costume 
color but black. It’s all a matter of individual preference, 
on the part of the manufacturer, the retailer and the cus- 











tomer. They are both smart, practical, saleable colors— 
take your choice! 
Vode No. Vode No. 
96 * 38 
CHESTNUT BROWN INDIES BROWN 

(Marrona) 

STANDARD KID DIVISION 
ALLIED KID COMPANY 

209 South Street, Boston, Massachusetts 

1h 105: Ne. 15, Pubtetee Bose Ofice at’ New Tork, Ne Pemesege eattshing Co Bas W%, oth St, Now YpEk NY, Entered as tend class mater, Sept. 10, 1925, 
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COMFORT. 


avoid wrinkled toe -linin gs 












The toe of a well made shoe 












should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 











THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Ci, by J. Einstein 
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eR aoe eee 


A FabricYoull 
Hear About / 


Everyone’s talking now!...about the unusual 
qualities of Gabardine that make it an ideal 
fabric for early fall footwear. 





Gabardine has a beautiful appearance, and 
wears well. Gabardine is tailored and sleek 
enough for the business woman, yet smart 
and dressy enough for afternoon occasions. 
Gabardine will fit as perfeetly into your Fall 
Line as it will into the shoe wardrobes of 
thousands of well dressed women. 


Your choice of five timely colors...Black, 
Brown 5. Blue 80, Green 76, Burgundy 76. 


| J-EINSTEIN-INC: ONE PARK AVENUE: NEW YORK | 
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AN EXAMPLE OF BILACK MAGIC sy 


PINCUS and TOBIAS, inc. 


BROOKLYN, N. Y. 


This T-strap model demonstrates the adaptability 
of Colonial Patent when used in intricate pat- 
terns. The perforations—large and small—the 
innumerable stitch rows—folded edges and in- 
terlacing straps—all demand a dependable patent 
leather of exceptional flexibility, fineness of grain 
and uniform weight. Colonial has a reputation 
for supplying just such leather in black and colors. 


ONIAL PATENT 
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GROSSMAN’S SHOES Inc 


Announces an association with 


HERMAN B. DELMAN 
whose copyrighted welt shoe designs will 


be made by GROSSMAN, wnder the DEL- 
WELT SYSTEM, and sold and advertised 
under DELMAN name, to retail from ‘12.50 


oe This Fall collection will be readily recognized as the most complete and smartt- 


est line of custom-styled welt shoes for street, spectator and active sportswear 





ever presented to the trade by a single manufacturer. We now present this new 
Delman welt group in addition to our regular line of GROSSMAN SHOES. 
@ Retailers are invited to see our Fall collection of Delman super-flexible welt 
shoes at either the Grossman or Delman showrooms in New York or our 


T representatives will be glad to show you the line in your city. 


GROSSMAN’S SHOES Inc. 


General Offices: 372 DEKALB AVENUE 
BROOKLYN, N. Y. 


Sample Room: Marbridge Bldg. (Room 808) 
47 West 34th Street, New York City 


y 4 Y Y /, 4 \ GF / \ 
TRILATERAL RIA RP RTA ELLIE ART Norwell Sells 
, ! e YE YY s » ») » y) ») 5 ») )) 
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Read this partial list of 
leading stores selling the 


M. W. Locke Shoe: 


Albany—T7. Arthur Cohen 
Allentown—Wetherhold & Metzger Co. 
dsay’s Shoe Store 
Appleton—Dame’ 8 Foot Comfort, Inc. 
Atlanta—Davison-Paxon Co. 
Atlantic City—M. E. Blatt Company 
Baltimore—The May Co. 
Bangor—Enterprise Shoe Co. 
Bay City—A. J. La Porte 
Binghampton—Parlor City Shoe Co. 
Boston—W™m. Filene’s Sons Co. 
Bridgeport—Howland Dry Goods Co. 
Brockton—Baker Bros. 
Buffalo—Safir’s (Dr. Locke) Salon 
Burlington—Lewis & Blanchard Co. 
Canton—Fleischer Shoe Co. 
Charleston— James F. Condon & Sons 
Chicago— Marshall Field & Co. 
Cincinnati— The Smith-Kasson Co. 
Cleveland— The Stone Shoe Co. 
Cleveland—Clarence Faflik 
Columbus—The F. & R. Lazarus & Co. 
Corning—J. L. Clark 
Dallas—A. Harris & Co. 
Delaware—L. Bauereis Co. 
Denver—The May Co. 
Detroit—R. H. Fyfe & Co. 
East Liberty—Stoebeners 
Elmira—The Bootery 
Fall River—Cherry & Webb Co. 
Fort Worth—Monnig’s Dept: Store 
Gloversville—Clarence P. Willard 
Grand Rapids—Pau!l Steketee & Sons 
Green Bay—Sager-Juley Co. 
Hartford—Brown- Thomson, Inc. 
Holyoke— Thomas S. Childs, Inc. 
Honesdale—Edward Deitzer 
Hornell—Don L. Sharp Co. 
Indianapolis—The Wm. H. Block Co. 
Ithaca—Dr. Robert F. Price 
Jamestown—Nelson’s Specialty Shop 
Kalamazoo—V. & A. Bootery 
Kingston—Max Greenwald & Son 
Lansing—Max Harryman Shoe Co., Inc. 
Lawrence—Cherry & Webb Co. 
Lima—The Sill Shoe Co. 
Lockport—Williams Bros. Co. 
Los Angeles—The May Co. 
Malone—Geo. C. Dumani’s 
Middletown—Frank A. Monaghan 
Milwaukee—Ed. Schuster & Co., Inc. 
Montpelier—City Boot Shop 
Newark—L. Bamberger & Co. 
New Bedford—Cherry & Co. 
New Haven—Louis Rosenfeld 
N. Y. City—R. H. Macy & Co., Inc. 
Oakland—The H. C. Capwell Co. 
Ogdensburg—McDonald Bros. 
Passaic—Stenchevers, Inc. 
Paterson—Stenchevers, Inc. 
Philadelphia—John Wanamaker 
phia—S. Dalsimer & Sons 
Pittsburgh—Kaufman’s Dept. Store 
Plattsburg—Gordon’s Boot Shop 
Portland, Me.—J. R. Libby Co. 
Portland, Ore.—Meier & Frank Co. 
Providence—Chas. T. Heilborn Shoe Co. 
Reading—Wetherhold & Metzger Co. 
Richmond—Thalhimer Bros. 
Rochester—Park-Brannock Co. 
w—A. E. Jochen 
og eee dieall = White House 
Saratoga Springs—Moore’s Bootery 
Schenectady—Patton & Hall 
Scranton—Scranton Dry Goods Co. 
Seattle—Nordstrom’s, Inc. 
St. Louis—The Famous-Barr Co. 
Steubenville—McCoy’s Shoe Store 
Syracuse—The Park-Brannock Co. 
Toledo—The Lasalle & Koch Co. 
Trenton—Swern & Co. 
Tuscon—Levy Bros. 
Utica—Robert Fraser, Inc. 
Uniontown—Campbell-Hathaway Co. 
Waco—Goldstein-Migel Company 
Washington—The Hecht Co. 
Wellsville—Floyd E. West Shoe Store . 


Williamsport—John B. Irvin H 
Wilkes Barre—Walters Shoe Store | 
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The LEADER 


é 
The first M. W. Locke shoes were delivered in February, | 
1933 and we haven’t yet caught up with deliveries! | f 


BC 



























The New Deal was on (before March 4, 1933) in shoe 
stores and departments selling the M. W. Locke shoe. 
They were securing: 


1. A first profit. | 

2. A final profit. . we 

3. No Mark-Downs or sales in 18 months. 

4. A stimulation and renewed enthusiasm 
that affected the whole department or 


store—that meant, in many cases, the 
difference between red and black figures. 


M. W. Locke Shoes Have Made Good 
With The Consumer 


The most significant feature of the rapid success of 
the M. W. Locke shoe is that it has made good with 
the consumer. The original M. W. Locke shoe dealers 
have increased their sales steadily now through three 
seasons. REPEAT SALES are the reason. 


It Was Not Just Ballyhoo Or 
A Flash-In-The-Pan 


What many called “ballyhoo” and predicted would 
be a flash-in-the-pan has turned out to be the greatest 
shoe success, and, probably, the greatest merchandising 
success in history. And, again, the real reason is— 
the shoes have made good with the consumer—and 
the merchant has made money — an unbeatable 
situation. 





Serta Ser sO regen e. 





M. W. LOCKE SHOES for women are manu- : 
factured by THE JULIAN & KOKENGE CO., 
Columbus, Ohio. 


M. W. LOCKE SHOES for men are manutfac- 
tured by FIELD and FLINT CO., Brockton, 
Mass. 


*LOCKWEDGE| SI 
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always LEADS! 


Even the “Original Imitation’ 
can only attempt to follow . . « 





ry, 

























hoe 
10e. 




















HE industry, for years, had 

talked about rendering a 
semi - professional service and 
getting paid for it. The M. W. 
Locke shoe was the first oppor- 
tunity to realize on this . . . and 
most of the largest and best 
stores recognized the fact! 
Leaders always lead! 


Marshall-Field & Co. said in 














of & a Chicago Tribune advertise- e Always willing to 
ith ment: ° di h d 
: , “IN FACT, they have set a give cre itw ere ue, 
ers § hi ° 
fo oo we award this leather 
R. H. Macy & Co. used the medal to the manu- 
Times, Sun, News, Journal and f. 
World-Telegram to say: acturer who has pr O- 
“The shoes that have caused 
a complete revolution in foot- duced the 
wear.” 
uld 
est Smith-Kasson Co., Cincinnati, @) R i G | N A L I M : TAT i O N 
: heads one of their advertise- 
ng ments: _ 
— FF “Our 6782 Pair Radius,” show- A preponderance of advertising by ourselves and 
nd & ing a map extending from Rich- dealers will be used, however, when necessary to inform 
ble F mond, Ind. to Lexington, Ky. the public that the only shoe de- 


















Nordstrom’s, Seattle, say: signed and approved by Dr. M. AS 
“We have brought his shoe to W. Locke of Williamsburg, Ont., | 7 SHOE 
attle. e think it is the : AND APPROVED BY 

finest orthopedic shoe made.” Canada and made in the U.S.A. “pR.M.W.LOCKE 
bears this trademark. meer ee 

EVERY M. W. LOCKE dealer 

has a most dramatic, attention- 

compelling, sales-getting story NOTE:—We are pleased to state that the largest and most ethical high grade 

to tell. Then, the shoes repeat! welt manufacturers have NOT attempted in any way to capitalize on our 


efforts or the publicity given Dr. Locke or the M. W. Locke shoe. 


SHOE CORPORATION of America 


COLUMBUS, OHIO, U.S.A. 
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Dr. SCHOLL’S 


FOOT COMFORT WEEK) 


JUNE 16th-23rd 





THE GREATEST FOOT COMFORT EVENT OF THE WHOLE YEAR | 


What are you doing about it? 


H= is a sales-stimulating week, a nationwide event that is advertised in every 
city, town and hamlet. Millions of people are reading about it. They will be 
heading in great numbers for stores that can provide foot comfort—a Dr. Scholl 
Appliance or Remedy for every foot trouble. 

Will you make the sales? Or will you permit the fellow down the next block or lo- 
cality to make the sales? Do you want new business? Does your store need a sales 


stimulus , . . new profits? 


HERE’S WHAT IT REQUIRES AND MEANS 
TO TIE IN WHOLEHEARTEDLY WITH 
DR. SCHOLL’S FOOT COMFORT WEEK 


1. Display Dr. Scholl merchandise in your 
window, on your counter and along the 


ledges. 


2. Advertise the event in your newspaper, 
either as a separate ad or addition to shoe 
copy. 

3. Watch worn shoes of every customer. 
Use Dr. Scholl’s Pedo-graph on every 
contact. 


4. Use the post cards or other advertising 
literature provided by Dr. Scholl. 


1. This will STOP people who have been 
“sold” by our gigantic advertising cam- 
paign ... and bring them into your store 
to BUY. 

2. This appeal will bring you greater news- 
paper advertising response. Many cus- 
tomers that “shoe copy” would not bring. 

3. This enables you to know the feet to 
which you must fit shoes, and to insure 
comfort. It shows you which feet need 
attention or relief from foot troubles. It 
gives you many new sales. 

4. This is inexpensive but very effective ad- 
vertising. 


Remember . . . this is a campaign that carries tremendous force and effectiveness. A page 
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in the Saturday Evening Post, June 16th—same story in every edition of the American 
Weekly June 17th—and selling copy in advertisements appearing in more than 300 leading 
newspapers, in addition to our regular space in leading magazines. People in every city, 
town and hamlet are learning that there is a Dr. Scholl Foot Comfort Remedy or Appli- 
ance for every foot trouble. 
THE SCHOLL MFG. CO., INC. Mail to nearest ! 
213 W. Schiller St., Chicago Dr. Scholl 
62 W. 14th St., New York office. 


Please send me particulars of your Plan for pro- 
4 viding foot comfort with your products... . thereby 
{ insuring greater volume, profit, fewer shoe com- 
: plaints and more repeat customers, 


‘ 
| Name 


' 
| Street and Number 


' 
' City and State 


We are making people more foot conscious—right in your 
own locality. We are starting purchasers in various direc- 
tions. Make it—YOUR store. Display Dr. Scholl mer- 
chandise. Tie in wholeheartedly with this Big Event . . - 
and sales stimulus. 


-— ee ee ee 


NOTE: If you are not featuring scientific shoe fitting 
and Dr. Scholl’s Foot Comfort Service . . . fill in the 
coupon at left. Learn of our Plan for reducing shoe 
complaints, building volume, profit and repeat busi- 
ness. No obligation. 


When writing advertisers please mention Boot and Shoe Recorder 
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